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Nominated for packaging’s Hall of Fame. Story on Page 90 
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ADHESIVES 


270 Madison Avenue, NEW YORK 16; 3641 So. 
Washtenaw Ave., CHICAGO 32; 735 Battery St., 
SAN FRANCISCO 11; and other principal cities. 
In CANADA: National Adhesives (Canada) Ltd., 
TORONTO and MONTREAL. In ENGLAND: 
National Adhesives Ltd., SLOUGH. 


EVERY TYPE OF ADAES I 
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This housewife’s manicure is still okay. 


—and her goodwill is intact. 


SOFT SEAL — a new National case sealing 

glue permits her to open home delivered 

corrugated cases without tugging, 

straining or nail breaking. 

SOFT SEAL allows carton flaps to be lifted with ease. 
Yet, its bond will not permit flaps to 

pop open during handling. 

We'd like to seal one of your cases with 

SOFT SEAL; one with your present glue. 


Then have you open both 
EVERY 


INDUSTRIAL USE 
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Designing the private mold 73 
The trademark distinction of special shapes 
is practical for most glass packagers, if spe- 
cial considerations are observed. 


Pre-packaged books 78 
Scribner's and Doubleday’s are showing the 
way: Will book publishers at last climb on 
the packaging bandwagon? 


Plastic ice-cream cups $1 
Heart-shaped molds in an unusual window 
carton spark special valentine promotion. 


Retailer preference 82 
Another hosiery firm returns to standard box 
despite consumer and manufacturer accept- 
ance of pre-sealed individual units. 


Modern kosher 84 
Striking label improvements put Rokeach 
products in the mass market 


Easy-to-open ampoule 89 
Winthrop-Stearns finds new ridged-neck con- 
struction the answer to an old problem. 


Baker's Breakfast Cocoa 90 
This month’s nominee for the Hall of Fame 
is one of America’s most honored brand 
names—a packaging pacemaker for 185 vears. 


Interlocking shippers 96 
Recessed bottom and extension top in new 
corrugated carton design provide a_ rigid 
non-shifting, palletized load. 


Design Histories 98 
A wall dispenser for anti-histamines 

beer cooler pack . . . Kraft’s new Swankyswig 
. window box pee Allen’s Toffee. 


Puerto Rico’s pineapple 100 
How labeling of a newly packaged product 
aids island’s “Operation Bootstrap.” 


Paint-spray valve 103 
Spraint introduces a removable head spe- 
cially developed for aerosol enamels. 


Sock boxes with sock 104 
Mishawaka’s test on a single item leads to 
repackaging of entire men’s wool hose line 


Packaging Pageant 108 
Starch in collapsible tubes Hind’s 
Cream in a squeeze bottle . . . tear tape for 
Smith Bros. and other ideas of the month. 


Trees by mail 111 


Spirally wound container makes it possible. 


Cheese in slices 112 
Kraft introduces an important convenience 
feature in factory-sealed cellophane pre- 
package of eight non-stick slices. 

Sanitized kitchen tools 115 
Swing-A-Way makes a sales point of germi 
cidal treatment and sealed packaging 

Display Gallery 116 
Point-of-purchase highlights include Cutex 


coordinated color display, a neat island for 
garden hose and a new Kodak counter unit. 


Story-telling candy box 118 
Helen Harrison’s array of pastel packages. 


TECHNICAL 


The story of Pyequick 121 
Technical development behind a unique 
package for a revolutionary product is told 
for the first time by the man who directed it. 
By L. F. Borcnarpt 


Measuring minute surface film 125 
S. Steel uses hydrophil balance to check 
oil on tinplate. By J. G. DoNELSON 


Questions and Answers 128 
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Equipment and Materials 
Plants and People 
For Your Information 
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PHARMACEUTICALS or photographic film . candy 
bars or soap there’s sure to be a superior Redington 
Cartoner that’s adaptable to YOUR packaging problem 
Like Burroughs Welleome & Co. (U.S.A.) Ine., you'll find 
that Redington’s 53 years of leadership experience offers 
you the most advanced methods . . . machines that trim 


costs, boost produc tion... and save valuable floor space 


AL TOMATIC CARTONING OPERATION 


Cartons in collapsed form are stacked in magazine on the 
machine. Unfolded circulars are stacked in a second 
magazine. Filled and closed tubes are placed one in each 
of the pockets of intake conveyor. Machine feeds a circular 
measuring 5'/," x 6” from its magazine, folds it three times 
parallel to its long dimension, and places it in pocket of 
intake conveyor folded over top of tube from side to side 


Machine then feeds a carton from its magazine, forms it, 


utstanding Pharmaceuticals... 


BY BURROUGHS WELLCOME & CO. (U.S.A.) INC., ruckanHoe, N.Y. 


SURGICAL LUBRICANT—S5 oz., 1% o2., 
BORATED OINTMENT—1% oz., % oz 
EMOLLIENT PREPARATION—1% oz., % ox 
Just 3 of the many Burroughs Wellcome 


pheramaceutical products 


CARTONED (IN ALL SIZES) 
ON A SINGLE 
INSTANTLY ADJUSTABLE 


REDINGTON 


TYPE 23 


Cartoning Machine 


inserts an assembly of circular and tube, and closes carton 
by tucking in the end flaps 


Our engineers and consultants are at your service always. 
Send your production details and we'll work out the 
right plan for YOU. Phone or write us now! 





MAXIMUM ADJUSTABILITY 
REDINGTON TYPE 9 VERTICAL CARTONER 


..with even greater adjustability 
for small and large production. 
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B. F. REDINGTON CO. (Est. 1897) 110-112 S. SANGAMON ST., CHICAGO 7, ILL. 
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IF THE SHOE FITS 


AST OCTOBER, IN PREPARATION for its Annual Forum, the 

Packaging Institute sent a questionnaire to members 
asking that they list three of their principal complaints about 
packaging. The results have just been compiled and they 
provide much food for thought. 


Forty-three out of the 49 management representatives who 
responded had some very definite complaints. Suppliers 
who have been feeling price pressure—and who may some- 
times think that price is all the customer thinks about—will 
be interested to learn that criticisms of quality of materials 
and machinery far outweighed complaints about cost—36 
to 13. Very obviously, quality, not price, is the packaging 
man’s principal concern today. 

Poor quality or nonuniformity of shipping cases was men- 
tioned most frequently, with paper and paperboard a close 
second. There were several complaints about printing, 
labels and adhesives. Some packagers spoke about their in- 


ability to obtain adequate machinery to fit their particular 


needs and to operate effectively without high waste or ex- 
cessive breakage. Two package rs indicted suppliers for im- 
proper packaging of their own shipments. 

A maker of drugs and pharmaceuticals condemned “the 
somewhat supercilious, ‘take it or leave it’ attitude of some 
manufacturers of packaging machinery, equipment and ma- 
terials” and the “unwillingness of certain companies to make 
changes or carry out research work to eliminate troubles.” 
A food canner scored the “consistent lackadaisical attitude of 
large can companies toward relatively small orders.” And 
several echoed the comments of a packager of bakery prod- 
ucts who said “it just takes too cussed long!” to obtain actual 
packaging material after a new package is conceived 

The Institute was asking for “gripes” and it got them. 
Undoubtedly the cloak of anonymity encouraged bitterness 
and exaggeration; the soreheads welcome such an oppor- 
tunity. We do not believe that 49 replies out of 352 ques- 
tionnaires mailed out give a fair picture of supplier-buyer 
relationships in this field. But any thoughtful supplier will 
want to consider carefully whether any of these criticisms 
could justifiably be aimed at him. If the shoe fits 
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Positive Protection 


For dehydrated foods, hygroscopic drugs 
and dry or oily chemicals in air-tight, light- 
proof, moisture-vapor-proof lamination of 
aluminum foil and acetate film. A permanent 
safeguard, especially for smaller units, where 
more protection is needed. 


Meravam preserves flavor and quality. 


Sales-Building Appearance 


The transparent film forms a perfect surface 
for exceptionally attractive multicolor print- 
ing that speaks right out to potential buy- 
ers. Encourages self-service and effective 
display. 
METALAM gives your product that 
**Come and Get Me” look. 


High-Speed Handling 

Because of Metalam’s adaptability to mod- 
ern automatic packaging equipment, it cuts 
down bulk, production costs and shipping 
weight. 

MerataM is supplied in rolls or flat bags. 
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For single unit packages or for larger quantities, MreraLam 
offers these extra values for profitable packaging. Many other 
versatile packages. engineered by Dobeckmun, provide pro- 
tection and beauty for your products. From cellophane, other 


Produced under Ivers-Lee 
. Patents Nos. 2121988, 
films, foils and coated papers, alone or in effective lamina- 2230649, 2125321. 
tions, you may choose the package best suited to vour needs. 
Ask us for samples and suggestions. The Dobeckmun Company, 


Cleveland 1, Ohio; Berkeley 2, California. 


® Self-setli 
elf- selling Pockoges in Processed films and foil, 
Branches: Atlanta, Boston, Chicage, Cincinnati, Los Angeles, 7@ 


New York, Philadelphia, Portland, St. Louis, St. Paul and Seattle. 
Representatives everywhere. 
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Prospecting for increased sales of 
your product? Manufacturers al] over 
the nation have discovered that we have 
the ability to revamp their packages 
plastically, to turn sales idlers into sales 
go-getters. It’s no secret how we do it. 
As the largest custom injection moulders 
in the East, with extensive facilities 
and experienced personnel, we are 
equipped to give your package a WMP 
beauty treatment, regardless of its size 
or shape. 

If your problem concerns the re- 
vamping of an old package or the 
designing and moulding of a new one, 
give us the opportunity to provide you 
with the plastic answer. We can guar- 
antee a volume to dovetail with that 
of your own. 





WORCESTER MOULDED PLASTICS CO. 
14 HYGEIA STREET, WORCESTER 8, MASS. 
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washable faces 


“Leverpak” drums coated with Geon latex 
by Continental Can Co., Inc., Van Wert, O. 


...and more Geon advantages! 


I’ you think fiber shipping drums 
are all alike, you have a surprise 
coming when you see the Geon latex 
coated drums pictured here. For Geon 
latex gives these drums an appearance 
as bright as a new silver dollar. And 
saves dollars for drum users, too! 

For example, the Geon latex coating 
provides a long-lasting, glossy surface. 
Because Geon is water-resistant, any 
surface spillage can be washed off 
easily. 

What's more, the Geon surface coat- 
ing has exceptional abrasion resistance. 
It can stand handling and stacking 
much better and longer than uncoated 
surfaces. The drum retains its attractive 
appearance, brings a better price when 


B. F. Goodrich Chemical Company .....:: 


sold for re-use. Another money-saving 
point! 

And consider these processing ad- 
vantages—since Geon latex is a water 
dispersion, no toxic or inflammable 
solvents are required, no solvent re- 
covery system necessary. Fire and 
health hazards are reduced, operations 
are safer, and lower insurance rates 
are justified. 

Geon latex has many advantages, 
many uses in the packaging field. 
Products made with it resist heat, cold, 
aging, weather and wear. They also resist 
water, oil, grease, acids and alkalies. 
Brilliant or delicate colors are possible. 
And Geon latex is used for coating 
fiber shipping containers, paper, paper 


board, for coating film, and for other 
packaging needs 

We make no finished products—raw 
materials only. But we'll gladly give 
you helpful advice and technical bulle- 
tins on Geon materials. Write Dept. 
GJ-2, B. F. Goodrich Chemical Com- 
pany, Rose Bldg., Cleveland 15, Ohio. 


A DIVISION OF 
H COMPANY 


GEON polyvinyl materials * HYCAR American rubber * GOOD-RITE chemicals and plasticizers 
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THE 
‘EMBLEM 
OF 
uminum 
Fol 
QUALITY 


The Republic seal symbolizes the 


ultimate in quality and service. 


All our efforts are directed toward the manufacture 


of one product a top quality plain aluminum 
foil for further fabrication by customers into ey« 
appealing and protective bags, wraps, labels, 


and other foil specialties. 


The direct personal character of our mill 
service permits maximum efficiency in han- 
dling your requirements for plain foil, and if 
your needs are for converted foil products, 
let us direct you to sources of these 


materials. 


REMEMBER REPUBLIC 
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REPUBLIC 


Republic Foil & Metal Mills 


INCORPORATED 
DANBURY, CONNECTICUT 
Sales Offices: 209 W. Jackson Bivd., Chicago 6, Ill. 


666 Mission St., San Francisco 5, Cal. 
FOR FINE FOIL 





Until now, carton cutting and creasing presses have been 
largely variations of equipment designed for other pur- 
poses. Champlain’s Stationary Carton Blankers are the 
first specifically designed for the carton manufacturer. 
Result: up to 50% greater efficiency, with platen press 
quality scores at better than cylinder press production. 


’ These new presses not only make possible faster pro- 
Here’s a carton cutter and creaser : pr nt ; 


duction than with existing equipment, they also mean 
many other important savings. They handle roll stock 
which means more cartons out, no gripper space, reduc- 


e tion of edge trim, lower paper costs, easier handling. 
They use ordinary steel rule and wood furniture dies 
facilitating makeready and changeover. They’re equipped 


with double roll stand... one roll can be mounted while 

other is being run, practically uninterrupted produc- 

tion. For average carton designs, automatic stripping is 

provided. Automatic, electronic control equipment is 

/ provided for register of die cutting to preprinted web. 


Designed as independent units, Champlain Stationary Carton Blankers can also be 
used inline with rotogravure, aniline-anilox or letterpress color units 

to provide finished, printed cartons in one pass through the press. Stock 

can also be coated, tinted or varnished in the same operation. 


This equipment is the latest development in Champlain’s continuing 
program of bringing to the packaging industry 
the best in rotary printing and inline 
fabricating processes and equipment. It will 
pay you to get the full details that will 

point the way to more economical, faster 
production of better cartons. 


Maximum | Maximum | Maximum Speed* 

Model | Web Width | Die Width Die Strokes Per 
Inches Inches Length Minute 
20” rs hag 20” 30° 100-180 
26” 28” a 30” 100-165 
36” 37” 36” 30” 100-150 


*Number of strokes is dependent upon punch load and feed-up length. 


\ 


Detailed information will 
be available at our booth 
No. 230 at the 19th Annual 
Packaging Exposition, April 


ah, 24-27, Navy Pier, Chicago. 


: << Stop in and see us. 


~ 
ae 
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DEPEND ON THE LEADER 


CHAMPLAIN COMPANY, INC. 


88 LLEWELLYN AVENUE, BLOOMFIELD, N. J. 
CHICAGO OFFICE: 7 W. MADISON ST., CHICAGO 2, ILL. 


Rotogravure at its best 
@os31 
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GER-PAK 


POLYETHYLENE 
flat tubing 


GER-PAK is Gering's own rigidly 

processed virgin Polyethylene Film 
. UNIFORM in every required de- 

tail of width and gauge control... 

FLEXIBLE at low temperatures .. . 

HEAT SEALABLE . . . NON-TOXIC 
. ODORLESS. 


GER-PAK resists alcohols, acids, al- 
kalies . . . is stable to varying tem- 
peratures and humidity changes. It 
is supplied up to 60" wide, from 
.0015 to .004 gauge. 





APPLICATIONS: Carton and Barrel 
liners; packaging Frozen and Fresh 
Poultry, Fish, Fruits, Vegetables, 
Meats, Dehydrated Products; to pro- 
tect the i ee . +. and point up 


the appeal of . . . Flowers, Candy, 
Cosmetics, etc. 


GERING PRODUCTS, Inc. 


KENILWORTH CABLE ADDRESS GERING NEW JERSEY 
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Kreisler-Craft jewelry packages molded by 
Cowan-Boyden Corp. and General Electric Co 


% 


A Gem of an Idea for Jewelry Boxes! 


Take eye-appealing color. Add sales-com- 
pelling design giving re-use value to the 
customer. Add BAKELITE Styrene Plastics. 
You'll come up with packages as distin- 
guished as these Jacques Kreisler jewelry 
cases designed by Walter Dorwin Teague. 

These outstanding plastics can be rap- 
idly and inexpensively molded into the 
most intricate shapes. They come in an al- 
most infinite range of colors, transparent, 
translucent and opaque. 


You'll find BAKELITE Styrene Plastics 
the ideal material for boxes, display car- 
tons, cases, stands—as well as toys, games, 
novelties, premiums, and a thousand and 
one other products where color, utmost 
clarity, rigidity, strength, economy, and 
ease of molding are paramount. Consult 
your plastic molder or write Department 
V-66 for cooperation of our engineers in 
adapting these materials to your precise 
needs. 


Visit the National Plastics Exposition, Navy Pier, Chicago, March 28-31 


£ 
akelite _. 


BAKELITE 


y ty he 


wait bent sila DIVISION 
Paenmsrecs i 
BAKELITE DIVISION, Union Carbide and Carbon Corporation, 30 East 42nd Street, New York 17, N. Y. 
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This distinguished label of 
Reynolds Aluminum vividly 
expresses the good taste of 
Meister Brau beer. The golden 
gleam of the aluminum foil stops 
the shopper's eye... bespeaks quality 
...Clinches the sale against stacked 
competition. And this waterproof 
Reynolds Aluminum label stays on 
and stays bright under wet refrig- 
eration! Whether your product 
needs better packaging display, 
or superior protection, Reynolds 
Aluminum excels on both 
counts. Let us show you! 
Reynolds Metals Company, 
Richmond 19, Va. 


Raise this 


tip-on and see this 


Reynolds Aluminum label 
in actual use 
on Meister Brau Beer 


YNOLDS ALUMINUM 
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BAKELITE DIVISION, Union Carbide and Carbon Corporation, 30 East 42nd Street, New York 17, N. Y. 
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Kreisler-Craft jewelry packages molded by 
Cowan-Boyden Corp. and General Electric Co 
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A Gem of an Idea for Jewelry Boxes! 


Take eye-appealing color. Add sales-com- 
pelling design giving re-use value to the 
customer. Add BAKELITE Styrene Plastics. 
You'll come up with packages as distin- 
guished as these Jacques Kreisler jewelry 
cases designed by Walter Dorwin Teague. 

These outstanding plastics can be rap- 
idly and inexpensively molded into the 
most intricate shapes. They come in an al- 
most infinite range of colors, transparent, 
translucent and opaque. 


You'll find, BAKELITE Styrene Plastics 
the ideal material for boxes, display car- 
tons, cases, stands—as well as toys, games, 
novelties, premiums, and a thousand and 
one other products where color, utmost 
clarity, rigidity, strength, economy, and 
ease of molding are paramount. Consult 
your plastic molder or write Department 
V-66 for cooperation of our engineers in 
adapting these materials to your precise 
needs. 


Visit the National Plastics Exposition, Navy Pier, Chicago, March 28-31 
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This distinguished label of 
Reynolds Aluminum vividly 
expresses the good taste of 
Meister Brau beer. The golden 
gleam of the aluminum foil stops 
the shopper's eye... bespeaks quality 
...Clinches the sale against stacked 
competition. And this waterproof 
Reynolds Aluminum label stays on 
and stays bright under wet refrig- 
eration! Whether your product 
needs better packaging display, 
or superior protection, Reynolds 
Aluminum excels on both 
counts. Let us show you! 
Reynolds Metals Company, 
Richmond 19, Va. 





Raise this 


tip-on and see this 


Reynolds Aluminum label 
in actual use 
on Meister Brau Beer 


YNOLDS ALUMINUM 
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THEY GOT THE FACTS 


WINDOW TREAT! This 3-piece window 
display for Dolcin was created and pro- 
duced by Forbes for the Dolcin Corpora- 
tion. Its distinctive handling provides both 
stopper value and prestige, winning it pre- 
ferred space as an effective merchandising 
piece. Dolcin’s advertising agency is Victor 
van der Linde, Inc. 


PACKAGE SWEET! Necco Wintergreens 
amd Mints now come in a “see-through” 
Package produced by Forbes. A trans- 
Parent cellulose window on the new pack- 
age helps whet interest and increase sales 
By showing actual product. Necco’s adver 

fising agency is C. J. LaRoche & Co. Inc. 


SALESMAN NEAT! Colorful publication in- 
serts such as the one above, prepared by 
Forbes for Winchester Repeating Arms 
Company, act as salesmen in many dif- 
ferent ways . as advertisements, as part 
of a sales portfolio or wholesaler-retailer 
portfolio, as a direct mail piece. Win- 
chester’s advertising agency is D’Arcy Ad- 
vertising Agency Inc. 


FORBES FACTS help step up the effective- 
ness of printed merchandising. These facts 
are a result of Forbes’ experience, continu- 
ing studies and unigue facilities in lithog- 
raphy, letterpress, web gravure and die 
stamping under one-roof management 
control. Ask the Man from Forbes for more. 


WE'LL BE SEEING YOU 


at the POPAI Symposium in New York April 
Tith and 12th! Let's get together — be sure to 
drop in at our booth! 
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'/ DIONT KNOW THESE 


COOKBOOKS WERE LOADED/” 
(with Sales..that 13..) 
eS | 


Avoid that mistake! When you mail 
point-of-use material that’s zmpact- 
packed by the Facts from Forbes, warn 
Uncle Sam’s bag-toters to beware of 


store-bound waves of impatient buyers. 


- NV 
NEW YORK + CLEVELAND « BOSTON «+ CHICAGO: ROCHESTER at 


Leliers Merchandising lmpacr 
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BOARD MILLS: 
Lockport, New York 
Thomson, New York 
Urbana, Ohio 


CARTON PLANTS: 
Victory Mills, New York 
Syracuse, New York 
Brooklyn, New York 
Cohoes, New York 
Springfield, Ohio 
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FOIL CARTONS 
Speed up youre ales 


Foil adds motion to your package. Its constantly 
changing patterns of light and shadow create an illusion 
of movement. Prove it to yourself — walk past a 

foil package and see how the play of reflected highlights 
on its glittering surface animates the package 

— how it draws the eye and holds attention. 

This powerful display value of foil has done 

wonders to the sales of many products. 

It can do the same for yours. Let us 

send you a free copy of “Magical Formula,” 

which explains how Foil Cartons 


can help you step up your volume. 


UNITED BOARD(AND CARTON 





= orporalion 
P.O. Box 1318 © Syracuse, New York 








PEDIGREE CERTIFICATE 
THE 


AMERICAN KENNEL CLUB 





The Boston Terrier was bred in Boston 
about sixty yearsago from English Bull- 
dog and white English Terrier stock 
This little fellow is exceptionally lively 
and bright, and truly deserves the title 
of “‘American Gentleman.”’ 
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When You Buy Boxes 
Look First for the Pedigree 


AKERS of famous brand-name 
M products cannot afford to gamble 
on corrugated containers. They must 
have a box that will carry their product 
safely from factory to dealers’ shelves 
all over America. 

That is why Stokely-Van Camp pack 
Stokely’s Finest canned vegetables, din- 
ner table favorites of millions, in Union 
boxes—the boxes with a pedigree. 

75 years of leadership in kraft pack- 
aging stands behind Union boxes. Every 
step in the making, from timber to fin- 
ished box, is quality-controlled by one 
management in America’s largest pulp- 
to-container plant. 

Vast forest resources, four of the most 
modern corrugating plants, and five of 
the nine largest paper machines in the 
world are your assurance of consistent 
quality, dependable service and fair 
price, today and in the future. 

That’s why, every month, more fa- 
mous national-brand products are Ee 
shipped in Union boxes. ‘ ‘ COUATRUC TION REGINEE- 


MENTS OF CONSOLIDATED 
FREIGHT CLASSIFICATION 


Dependable Packaging 
Since 1872 


UNION Corrugated Containers 


UNION BAG & Paper Corporation 


Principal Offices: WOOLWORTH BLDG., NEW YORK 7, N.Y. 
Corrugated Container Plants: SAVANNAH, GEORGIA + CHICAGO, ILLINOIS + TRENTON, NEW JERSEY 
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ELMER E. MILLS CORPORATION'S 


‘ Polyethylene, 


Fldlic Pole 


This is the bottle with consumer appeals so strong 
they actually help sell your product! 


It's unbreakable—a powerful consumer selling 
point on safety and thriftiness. 

It’s lightweight—takes up less space (and inci- 
dentally cuts your shipping cost). 

It’s a ‘squeeze bottle’’—can be readily adapted 
to use as a stream—as a spray—as a sprinkler finish. 

Our stock bottle is available in 1—2—4—8 ounce 
sizes. Through a special printing process we can 
print your label or design right on the bottle. 

In addition to the production of this stock bottle 
and stock closure, we also custom make other 
thermoplastic bottles, closures and atomizers. You 
can depend upon their being made with the same 
high standards of craftsmanship which keynote all 
Mills plastic products. 

For more information on our custom molding 
service, or for a free sample bottle, write us or our 
sales agent today. 


ELMER E. MILLS CORPORATION 
2930 N. Ashland Ave., Chicago 13, Illinois 


Sales Agent: W. BRAUN & COMPANY 
Chicago, 300 N. Canal Str. New York, 595 Fifth Ave 





Smokestack ‘‘corsets’” 
strapped for shipment 


Smokestack lining corset, ladder, and 
BEFORE guard system are safely strapped with 
“SCOTCH” Brand Filament Tape No. 


SHIPPING 880. Its pressure - sensitive adhesive 
makes tape quick and easy-to-apply. 
Reich-Huntington Iron Works, Hunt- 
ington, W.Va.,cut bundling time up to 

42% with this amazing new tape. 
a ae ee ee eae a eee 


J Address: Minnesota Mining & Mfg. Co., st. Pavié, Minn. fj 


| Please send me a sample roll of “SCOTCH” Brand Filament i 
Tape No. 880 for testing purposes. , 


| [| Please hove o 3M Tape Engineer call. 


| NAME 


je — 


i ADDRESS 


| EERO EDO | Sa = EE | 
eis ee tennis ise ay cle cl 
MAIL COUPON TODAY. Experienced Tape Engineers 
will gladly help you with heavy packaging or interplant 
handling problems—show you how to stop shipping 
damage caused by usual strapping methods. Try 
“SCOTCH” Brand Filament Tape No. 880 on your 
next job. Or better still, compare it today! 
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in 42% less time... 


Tough TAPE binds heavy steel 


bundles for 1,000 mile trip 


Bundles still intact in St. Paul, Minn., 
after 1,000 miles of rough riding. 
Tape’s as easy to remove as to apply 
—won’t harm materials in transit. 
Filament construction gives tape up 
to 5 times the strength, 50 times the 
tear-resistance of most high-strength 
tapes now on the market. 


SCOTCH 


BRAND 


FILAMENT TAPE 
=) NO. 880 


AFTER 
SHIPPING 


MADE IN U.S. A.BY 
MINNESOTA MINING & McG. Co., 


ST. PAUL 6, MINNESOTA 
also makers of other or id Pressure-Sensitive Tapes, ‘‘Scor 
Sound Ke 
Reflective § z i 
“3M yrasives, ““3M°’ Adhesives 
Genera! Export; DUREX ABRASIVES CORP., New Rochelle, N. Y. 
in Canada: CANADIAN DUREX ABRASIVES LTD., Brantford, Ontario 
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MULTI-COLOR 
GRAVURE UNIT PRESSES BY KIDDER! 


Kidder’s recent acquisition of the well-known and highly re- 

Purchase of Inta-Roto garded Richmond Rocket Gravure Press, formerly made by the 

Machine Company’s Rocket Inta-Roto Machine Company of Richmond, Virginia, enables us 

to offer a more complete press service to the printing industry than 

Gravure Press Marks Entry ever before. The press will be manufactured entirely in our newly 

of Kidder into Rotogravure Field. expanded plant at Dover, New Hampshire, home of Kidder’s 
famous ‘““Three Point’’ Presses. 


The Rocket Rotogravure 
Press. Formerly manufac- 
tured by The Inta-Roto Ma- 
chine Company of Rich- 
mond, Virginia, now made 
ond sold exclusively by 
Kidder Press Company, 
Dover, New Hampshire. 


ONLY KIDDER CAN OFFER YOU THIS 
BROAD RANGE OF PRINTING EQUIPMENT 


Kidder’s “Three Point” Presses . . . up to § colors in Metal Plate 
Oil Ink Presses, roll to roll or sheet delivery . . . up to 6 colors in Ani- 
line Presses... up to 4 colors in the narrow Celloprinter ... and 
now: Multi-Color Gravure Unit Presses in printing widths from 20” 


KIDDER 
Manufacturer of “3 
Point" Presses — so- 
called because they 
fulfill the three major 
requirements for per- 
fect printing. 


to 54”, allow us to provide the most complete press service in our 
history. 

In Gravure, as in our other ‘‘Three Point’’ Presses, Kidder is pre- 
pared to furnish presses of the finest quality backed up by thoroughly 
experienced Gravure engineers who are available for consulting and 
field engineering service. 

CONTROL OVER 


Inquiries should be addressed to: THE PAPER 


PROPER 
DISTRIBUTION OF 
INK 


PRINTING MACHINERY 
DOVER, NEW HAMPSHIRE 


Sales Agent: A. E. Marconetti, Incorporated 
Empire State Building ° New York 1, New York 


ACCURACY OF THE 
IMPRESSION 
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Times are tough! 


pay, none of that overtime extra cabbage in the 


envelope... Break a buck—and it’s practically no 


change! 


Thus think Mr. and Mrs. Public. Some of °em 
actually say so! Sales resistance is resisting all 
over... Why, car dealers say the customers insist 
on the black jobs they ordered!...Lamb « hops, at 
$1.25 lb..are no sale!...Drug stores have plenty of 
tissues and soap...People come in, look at stuff, and 
say “We'll wait”...Normaley is due any day now! 

If your future is tied up in a product sold in 
food, drug, variety, or tropical fish establishments 
...we suggest that you Do Something about store 
display. No other advertising comes so close to the 
customer close to buying. And some extra impact 
in the cardboard and ink... to remind, invite an 
inert impulse, or switch the don’t-care customer 


..can show a nice increase at the cash register. 


@ word to the wise, padrone, if youw ill so kindly 
switch on your hearing aid! The word is—animate 
... verb meaning roughly “to get moving”’... 
Object. display s... Objective, see preceding q. 

We'd like to believe that E-F lithography is 
display enough...but psychology and experience 
indicate otherwise. The case histories on animated 
displays show that audience and sales go “way up 
—every time, without exception. They cost more, 
but are worth more...can be used in more than 
once...and dealers actually want them. 

We might add that nobody in the business has 
had more experience with animated displays than 
Einson-Freeman...and all ours is yours to profit 


from! Why not ask us? 


einson-freeman co. 
sales-motivated lithographers 


starr & borden aves., long island city 1, new york 
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Multi-wall bags with ‘‘Liners of Loxol’’ give products packed in them 
the ultimate in protection from contamination and from loss or gain of 
moisture and volatiles. In addition, Loxol is inert...it’s an ideal 
material for packaging caustics and other products which affect or com 
bine with ordinary container materials. That's why many leading 
users of multi-wall bags specify “Liners of Loxol’’ when ordering from 
k their bag suppliers. 
ma e Loxol consists of high tensile strength kraft which is coated with poly 
ethylene. The polyethylene and paper are permanently united by a 


multi-wall a unique process that guarantees against delamination and pinholes. 


Loxol gives lower MVTR with Jess coating. And the polyethylene sur- 


bags Yi face of Loxol makes bags that are both chemically inert and greaseproof 


‘ What's more, Loxol is sold by area, not by weight... you pay only for 
* ms what you need! Loxol is presently available on base papers of 40# and 
extra-protective Z heavier, with coatings from '/, to 10 mils thick. 


Write today...we'll recommend an experienced converter in your 


* xy ae ‘ 
wit vicinity who can supply multi-wall bags with protective liners of Loxol 


“LINERS OF LOXOL’” 


IS YOUR PRODUCT LISTED? 


These items need “Liners of Loxol” @ 


Fertilizer 

Resins 

lonic Exchange Resins 
Special Cements 
Calcium Chloride 
Humus 

Peat Moss 

Caustic Soda 
Phosphates 


Magnesia 

Silica Gel 

Asphalt Sealing Compounds 
Beta Napthoi 

Brown Sugar 


a ae Sard ee ERAT = 


perenne See es 


Cellulose Acetate 
Compost 

Detergents 

Meat Trimmings 

Mono Sodium Phosphate 
Polyethylene 

Vinylite 

Saran 

Powdered Milk 

Quick Lime 


Urea Resins 


PHOTO, COURTESY BAGPACK DIVISION 
INTERNATIONAL PAPER CO 


H. P. SMITH PAPER CO- 
MANUFACTURERS 


5001 WEST SIXTY-SIXTH ST., CHICAGO 38, ILL. 
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salesmen who have had to listen to variations 


of it through the years. 


however. 


‘ 


We think it makes sense 


t think any 


We say with Yankee pride that we don 


adhesive company offers higher quality control, a wider 








ft never 


pays to 


get stuck 


or gives more services 


range of adhesives for packaging (adhesives for all 


accepted packaging surfaces), 


... except by 


adhes 


to its customers than we. Try us on any adhesive 


problem and see for yourself. 


ives from 


THE UNION PASTE COMPANY 


1605 HYDE PARK AVENUE 


* MASSACHUSETTS 


HYDE PARK 
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~AND-BUY- ME” 


pal—te lat) 


PRINTED » STANDARD 


fue” This sample shows part of the reason 
pinen pins 


why — unbeatable excellence in print- 


ing and color — thanks to special proc- 
STATIONERY a 


esses. exclusive with Standard. 


Add to these absolute uniformity from 
run to run, on-the-minute delivery sched- 
ules, and you've got gilt-edged reasons 
that may well point to the advisability of 


your switching to Standard, 


Why not check with be 
STATIONERY 
> ES 
“a 


printing company 


PRINTERS OF CELLOPHANE and GLASSINE SINCE 1936 


COLUMBUS, GEORGIA 
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Your Folding Catdons are Produced by 


We have re 


tamed the 
Consultans to 


render his 
Eye 


ments; , 


actors as 
essentig] elo 
Learn h 
for Your 
or cal] you 


Ow 
Packages F/ 


)» 
’ Nearest R tte 


here, w 


New Brochure Tells 
hy" 9 


ply by 
low. 


W. C. Ritchie and Company, 


3 17, Mlinois 
Chicago 

e Avenue, 

8840 Baltimor 


SIGNED 
COMPANY NAME 
STREET ADDRESS 


city 


0 
a 
a 
has eee 
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Services of Dave 
critica] 
y Lppea/ Produ 
2 l without 


You can get the 


/; te R, 


ERY 
THE MOST MODERN — 
AND METHODS KNOWN 
PACKAGING ART 


Ritchie’, entr 
ture of Folding Cartons me 
YOu now set the en efit of tl 

Most Modernly.Equipped Fo] 
Plant in the Industry, the Di 
rom the 


resulting 
i methods . 


only with 
ee the 
most improve achines , 
e Delivery due to the 
Production f 


acilities 
All these Folding C 
at Ritchie's PLI is 
an technica] skil] i 
Producing Pack 
Americ 


Ritchie's New Foldin 


ou FREE PACKAGiIN 
Chapman, famous designe, 
of Your Packages on such ;, 
of Protection, 's-( reating | 
any cost 
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St-cutting, 
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Signing and 
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Sa/e 

or obligation, 
benefit of this Free, 
out and send in the cc 


Presentative. 
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; 
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Expert Evaluation 


uPON below, oo al 


FREE APPRA 
Without Cost or Obligati 
a Ritchie 

with 


o* 


\ 
sar) 


On, Dlease have 


€presentatiy 
full details 
Appraisal Offer 


e call on e 
Of your Free Packaging - 
! would like to . 
“101 ays to Get 
Quotatj 


CT tree H . s 
wil 
and am interesteg - 
Ons on Set-Up Boxes Fibre s s 
Transparent Boxes Folding Cartons. 
have a Ritchie Representative Callon me. w. Le. AND COMPANY 
TITLE i. 


ing-Satisfaction” 
Ms kaging 
A Source of is BH 

7: 1s 

O, ILLINO 

ALTIMORE AVENUE, CHICAG 
8408 

; York los —s - 

= St. Lovis Clevelo 

Denve 


STATE 


i 


Providence 
Dallas 


Detroit : 
Jacksonville 
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The new WIRZ 
polythene pile pipe- 


i 
No sharp edges to harm 
tissues or cause irritation 
Instead, the new Wirz polythene pipe has a smoothness and a pliability 


never before possible in our more than fifty years of manufacturing 
tin pile pipes for the trade. 


Today, you can have these superior quality applicators at a cost no higher 
than you are paying for tin pipes. 


a ns agate 


onic iliabaeap ta Laren TAOS 


These important improvements in pile pipe quality came about 
through Wirz research and the collaboration of eminent 
proctologists with Wirz designers. The results have been 


gratifying . . . the new, smoother, softer polythene applic 


most 


ator has 
had an enthusiastic reception everywhere it has been offered. 


The open-end type applicators in polythene, 


j 


natural color, are available for immediate delivery. 
We can also supply the closed end-hole type as well 
as special polythene colors. 


Write today for a sample . . . see for yourself 
how this new, better quality Wirz 
polythene pile pipe can make yours 
a more acceptable and satisfactory package 
. without increasing your cost. 4 é 
3 y "reg sP, yr” 
Compression and Injection Molding Division 2 y voneer Tube Man 
302 W. TOWNSEND ST. 
CHESTER, PA. 


Havanc, Cube 
New York 17, NY Chicago 4, Ill Memphis 2, Tenn. Los Angeles 14, Colif. Roberto Ortiz Pionos 
50 E 42nd St 80 E Jockson Bivd Wurzburg Bros 1709 W. Eighth St Roberto Ortiz Hector 
Export Division—770 Drexel Bidg., Philadeiphio 6, Pa 


Collapsible Metal Tubes * Soft Metal Tubing » Applicator Pipes * Can Spouts * Compression-Injection Molding 
MARCH 1950 
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Service... The right combination 


of Experience... Facilities... Materials... 


eS 


H IC A GO CARTON COMPAN Y 


4200 SOUTH CRAWFORD AVENUE e@ CHICAGO 32, ILLINOIS 


TELEPHONE Virginia 7-2500 


FOLDING CARTONS @e@ PLAIN @ PRINTEDe LAMINATED e PARAFFINED 
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SANITAPE .<S3>. SEALTITE 


IVERS-LEE COMPANY, NEWARK, N. J. 


MARCH 1950 


e-Sealtite is a unique method of packaging 

ets, capsules, creams and powders by which 
each unit \pr unit-dose is sealed in its own airtight 
compartment surrounded by a crimp flange assuring 
complete protection and maintained efficacy. 
A heat-sealed catch-cover is a unique Ivers-Lee created 
method of making a package for sample or sale use. 
Ivers-Lee packages, machines and methods are 
covered by 78 U. S. patents with 502 claims and 
additional patents pending. Available to you only 
through the Ivers-Lee Packaging Service. Infringing 


imitators will be subject to legal prosecution. 





EXTRA! 


NEWS! 





NEW DENT-O-PAK BAGS 1950’s 


Prepackaging Sales Sensation! 


Two million 1 lb. cherry bags in one season for 
one packer...from a first order of fifty thousand 
to repeat orders of half a million for an apple 


DENT-O-PAK BAGS 
Both Save and Sell! 


They SAVE fruit from dehydration 
and flavor loss; prevent loss from 
handling and keep fruit in good 
condition. 


They SELL because the consumer 
c@n see the contents, save time 
spent in selection and carry the 
fruit easily by the smart new “han- 
dle header.” P 


DENT-O-PAK 
Handle Headers 
The ideal package for apples, oranges or 
potatoes...just the extra touch of conven- 
ience that gets women to talking... and 
BUYING 


DENT-O-PAK BAGS 


Have These Exclusive Advantages 


They may be opened instantly and fully for packing, 
reducing time and labor cost and eliminating loss of 
bags through tearing when filling. 

Printing is all on the header, leaving the bag clear 
for visibility of contents. 

Bags can be stapled or heat sealed as desired. 

Keep fruits, vegetables, cheese, meats and all kinds of 
foods fresh and full-flavored for many days longer. 


MAIL COUPON FOR DETAILS NOW! 


Please send samples and information on packing 
(name products) 
Name 

Address 

City 


Zone State 


REPRESENTED BY 


grower, for both 3 Ib. and 5 lb. sizes...these are 
only two of the “success stories” that are making 
Dent-O-Pak bags the sales sensation of the year. 


DENT-O-PAK BAGS 
Speed Up Packing! 
Added to the proved sales-potential of the 
“visible” package, Dent-O-Pak Glued-On 
Headers (pat. pending) offer packers the 
tremendous “plus” of faster filling, more 
economy in handling... and a NEW con. 
venience feature for the consumer: The 
ingenious “handle header” that takes its 
place with the Coca Colo carrier package 
as a selling novelty of the first order 


DENT-O-PAK 

Straight Headers 
Header already attached. Open so easily 
and quickly thot they can be machine- 
filled at several times speed of ordinary 
Pliofilm package 








LESTER S. WADE 

3124 N. E. Fremont Street 
Portland 12, Oregon 

t. H. BRANDL 

611 Almerica Avenue 
Coral Gables, Florida 
KIRBY SALES COMPANY 
1256 Factory Place 

Los Angeles, California 


Route 2 


BAG SERVICE, Inc. 
100 Warren Avenue 
New York 17, N. Y. 
HARRY WALKER 

P. ©. Box 505 
Moultrieville, S. C. 
WALTER A. MENSIOR 


Crown Point, Indiana 


309 N. Medina Street 


307 Exchange Building 
San Antonio, Texas 


Denver 2, Colorado 
GEORGE D. UNDERWOOD 
634 M. & M. Building 
Houston, Texas 

H. HERRMANN ASSOCIATES 
P. O. Box 272 

Drayton Plains, Michigan 


Arkansas, Lovisiana and 
Mississippi 

317 Texas Bank Building 
Dallas 2, Texas 


OUGHTRED SALES COMPANY GEORGE UNDERWOOD, Jr. 


R. P. ANDERSON COMPANY 
for New Mexico, Oklahoma, 


CHESTER L. MOORE & SONS 

910 So. Pearl Street 

Dallas, Texas 

CHARLES H. HULGEN ASSOCIATES 
15 Lombard Street 

Philadelphia 47, Pa 

BUNN PACKAGING MACHINERY CO. 
7602 So. Greenwood Ave 

Chicqgo 19, Illinois 





THIS CARTONER HANDLES ELECTRONIC TUBES with Kid Gloves 
‘Roe kwell 


(Formerly ROSS 


Y 4 


AUTOMATIC 
CARTONER 


FOR FREE DATA 
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Rockwell Automatic Cor- 
toner packaging delicate 
electronic tubes in 
Owensboro, Ky., plant 
of General Electric. 


The smooth, continuous operation of a Rockwell 
cartoner is ideally suited to packaging fragile elec- 
tronic tubes. Several sizes of tubes are handled by 
this machine. A complete changeover from one size 
carton to another is made in only 30 minutes using 
dial adjusted compounds on the machine bed. 

Production rates exceed 5,000 cartoned tubes per 
hour. This is in contrast to the 400 tubes per hour 
that can be cartoned by hand. 

You, too, can save time and money by cartoning 
your products on a Rockwell machine. Get the facts 

mail coupon today for free literature. 





ROCKWELL PACKAGING MACHINES, INC. 
Subsidiary of Rockwell Manufacturing Co. 
Box 314, Hudson, N. Y. 
Gentlemen: 

Please send me full information on Rockwell automatic cartoners 
for packaging We are sending samples [| yes 
_] no. We are interested in [| single pack [] multiple pack. 


COMPANY _ 
STREET _ . ‘ 
CITY — ‘ : ZONE____. STATE_ 
YOUR NAME____ _. POSITION___ 
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What makes the customer stop when 
she sees the “Bobby-pin Comb’’*? 





Is it the comb? No. There are numer- 
ous varieties of plastic combs. 


Is it the bobby-pins? No. Bobby-pins 
are as plentiful as toothpicks. 


It's the combination of the comb and 
bobby-pins in one attractive, useful 
package that attracts the customer's 
attention! 


Here, creative imagination at Columbia 
has fashioned a beautiful plastic comb 
capable of carrying a good supply of 
bobby-pins in a novel clip-type com- 
partment. 


It’s new. It’s different. It’s attractively 
designed. It’s practical. Most important 
of all, it sells! 


MORAL 


%: PAT. PEND. 
If you're looking tor something different ...something highly 
saleable in plastic packaging...why not put our extensive facilities 
and years of merchandising experience to work for you. 

For many manufacturers, Columbia's packaging know-how 

has been the profitable ‘‘GO”’ sign for greater sales 

through better packaging 


Unique swivel action creates 
self-locking compartment 
for bobby pins. Lid swings 
closed to form attractive 
easy-grip comb handle. 


Columbia Protektosite Co., Inc. Caristadt, New Jersey 
New York Showrooms Empire State Bidg. 
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take the guesswork out of closure buying! 


Have you ever 
are using e 


_ : oe’. ks 
The right closure for your product tthe right combination of these factors. 


Crown has the experience and the facilities to help you determine each of them 
scientifically. To make sure that you get the closure that is right for your 


product, make full use of the free Crown Services listed below. 


CROWN CORK & SEAL COMPANY 
Closure Division + Baltimore 3, Md. 
wort odD's LARGEST MAKERS O F METAL CLOSURES 
S DE 
yn RPS 
om ly decorated — 
pe an eff, att, is res 
On request we will gladly furnish ©COnomical €Clive and 
detailed information on either or Point-of. 
both of these Crown Services that Crow n’s «, 
are maintained for the convenience 
of users of metal closures. 


ee ae SERVICE 
; guLTING SERVIC® 
cROWN Ss _— arte of scientine 
ser yas : al which has been 
LOW TESS ; 
rough seat cal lo oe GROWN CLOSURES 
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No moisture to affect paper labels; no continual 


check on glue consistency. 
No morning preparation —no evening clean-up! 


Just start labeling the moment work starts, keep 
at it all day ‘till the minute the‘whistle blows —- 
with vacuum-perfect register—60 per minute 


and never any fuss, delay or drudgery! 


Ask about 





NEW JERSEY 
MACHINE 
Corporation 


1510 WILLOW. AVE. a 1@):1@).4 4) a ee 
Factory Sales dnd Service Branches at- 
Chicago Office: 325 W. Huron Street 
Cincinnati Office: 1701 Carew Tower 


Los Angeles Office: 2500 W. 6th Street 
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Garment stays fresh—displays 
itself. Consumer gets re-usable 
container. It's a Milprint 
printed Pliofilm pouch. 


For you that “extra touch” mighien . 
to add richness to your package and make it 
against a shelf full of competitors. 


2 
Or the right “extra touch” could lift yourp 

the year ‘round gift class and move it out Of} ote 
Perhaps the ‘extra touch” for you should bed 

package to provide a new merchandising opp 

also effectively call attention to a special promottonaloff 

without requiring a change in your basic package. “QQ 
Whatever you package, chances are Milprint can suggest 


that ‘extra touch” to get extra sales for you. Why not talk it 
over with your local Milprint man today? 


Thorough! That's Milprint “follow through” service. We'll 
create and produce all your printed promotional material 
to help merchandise your packages. 


Rich looking foil box wrappers 
tell the consumer there's fine 
quality candy inside. Printed 
by Milprint. 


No wonder these hams get 
preferred display. Cellophane 
overwrap is Milprint rotogravure 
printed Cellophane. 
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TRANSPARENT CONTAINERS 


with SNAP-IN  cARDBoaRD 


BOTTOM OR SIDES 


COVERS FOR PAPER BASES UNLIMITED DIAMETER 


6" TO 60” 
%& RIGID SHEETING . on 


FasT PRODUCTION 
- UP TO 1000 INCHES 
PER MINUTE 


be 


-_ 


; “ee . ia 
Bape ous, US A 
| S, OR DIECUT BEAN 


OTHER Zaéer. 

MACHINES 
MODEL 123 

90° ANGLE CREASER 


‘ee SQUARE BOXES 
AND COVERS 


MODEL 103 
UNIVERSAL FOLDER 


( FOR LOOSE LEAVES 
AND CARD PROTECTORS 


MODEL 135 
CYLINDER BEADER 


MODEL 129 
DRAWING PRESS 


Jase INSTRUMENT CORPORATION 


119 Goundry St., North Tonawanda, N. Y., U.S.A. 
SPECIALISTS IN SHEET PLASTIC FABRICATING MACHINES FOR OVER 30 YEARS 
31 MODERN PACKAGING 





ie | 
> CARMPION / PAPERS 


eres 
ig 


* 
& 


E> 
i 
P 
| 


Champion and oxn/y Champion 
manutactures the Kromekote line 
of cast coated papers the highest 


expression ot the papermaker’s art. 


KROMEKOTE E L . POSTCARCE e 


THE CHAMPION PAPER AND FIBRE COMPANY 
Sana @ Ft te ae, Oo H 1 O 


Sales offices in New York, Chicago, Philadelphia, 
Detroit, Cincinnati, St. Louis, Atlanta, Dallas and 


San Francisco. Distributors in every major city. 
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A famous product 
BEAUTIFULLY PROTECTED 


A tribute to Aluminium Foil! Producer and consumer alike rely on it for hygienic protection. 
Food manufacturers know the value of Aluminium Foil, the perfect flexible wrapping for 
preserving the freshness of perishable goods. Wrapped in attractively designed Alumintum 
Foil, your products, too, will carry an irresistible sales appeal. If you are selling in com- 


petitive markets, make sure vou are achieving ALL the advantages of beautiful protection 


‘ h | SER aT 
wil | CVENESTA, 


VENESTA LIMITED 
VINTRY HOUSE, QUEEN STREET PLACE, LONDON, E.C.4. Telephone: CENtrai 3060 


Manufacturers also of Plywood Containers, Tea Chests, Rubber Cases, Collapsible Tubes for Toothpaste end similar materials 


® 175-139 





Whipped Cream sprays out to decorate Cakes and Desserts Plastic coating sprays out to preserve woodwork Mothproofing Spray protects clothes quickly and easily 


SENSATION OF THE PACKAGING INDUSTRY 


4 


e ? 
—— 


. aoe fd. NO-SIDE-SEAM 
oy NO-TOP-SEAM 


Everyone is talking about the new products that 
spray or come from cans under pressure— 
Whipped Cream, Plastic Sprays, Insecticides, 
Deodorants, Air-Conditioners, Perfumes, Co- 
lognes and others. But the big point is—most 
of the cans used ‘are Crown Spra-tainers, for 
Spra-tainer was the First and is still the Number 
One light-weight propulsion can. Spra-tainer has 
no-side-seam— no-top-seam. This is made _ pos- 


sible by Crown Can’s exclusive patented method 


ep ORF 


of producing seamless construction. Spra-tainer 
holds more pressure, has less leakage. If your 
product is liquid or sprays, find out what Spra- 
tainer can do for you. Ask to have a Crown 


= : 
Sales Representative call. 
Lacquer sprayed on Silverware keeps finish bright without polishing 


Several different Dispensing Valves are 
Available; but make sure the body is a 
Spra-tainer. Press the Top and It Sprays! 


One of America’s Largest Can Manufacturers 


Plants at Philadelphia, Chicago, Orlando. Branch Offices: New York, Baltimore, Pittsburgh, St. Louis . Division of the Crown Cork & Seal Company 
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TIFULLY PROTECTED 


A tribute to Aluminium Foil! Producer and consumer alike rely on it for hygienic protection. 
Food manufacturers know the value of Aluminium Foil, the perfect flexible wrapping for 
preserving the freshness of perishable goods. Wrapped in attractively designed Aluminium 
Foil, your products, too, will carry an irresistible sales appeal. If vou are selling in com- 


petitive markets, make sure you are achieving ALL the advantages of beautiful protection 
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Aluminium FOUL | 


VENESTA LIMITED 
VINTRY HOUSE, QUEEN STREET PLACE, LONDON, E.C.4. Telephone: CENtrail 3060 


Manufacturers also of Plywood Containers, Tea Chests, Rubber Cases, Collapsible Tubes for Toothpaste end similar materials 


® 175-139 





Whipped Cream sprays out to decorate Cakes and Desserts Plastic coating sprays out to preserve woodwork Mothproofing Spray protects clothes quickly and easily 


SENSATION OF THE PACKAGING INDUSTRY 
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fd NO-SIDE-SEAM 
NO-TOP-SEAM 


Everyone is talking about the new products that 
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spray or come from cans under pressure— 
Whipped Cream, Plastic Sprays, Insecticides, 
Deodorants, Air-Conditioners, Perfumes, Co- 
lognes and others. But the big point is—most 
of the cans used are Crown Spra-tainers, for 
Spra-tainer was the First and is still the Number 


One light-weight propulsion can. Spra-tainer has 
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no-side-seam — no-top-seam. This is made _pos- 
sible by Crown Can’s exclusive patented method 
of producing seamless construction. Spra-tainer 
holds more pressure, has less leakage. If your 
product is liquid or sprays, find out what Spra- 
tainer can do for you. Ask to have a Crown 
Sales Representative call. 


Lacquer sprayed on Silverware keeps finish bright without polishing 


Several different Dispensing Valves are 
Available; but make sure the body is a 
Spra-tainer. Press the Top and It Sprays! 


One of America’s Largest Can Manufacturers 


Plants at Philadelphia, Chicago, Orlando. Branch Offices: New York, Baltimore, Pittsburgh, St. Louis © Division of the Crown Cork & Seal Company 
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MULTI COLOR 
PRINTING ON 
POLYETHYLENE 


-.-- at new low cost! 


Permanent ... Scotch-tape proof ... one to five colors 


More beautiful printing than you've ever seen and at lower prices than you’ve ever 
paid—that’s DURAPRINT, our exclusive technique for decorating both polyethylene and polystyrene 
packaging 


Frankly, DURAPRINT gives you even more—superbly faithful reproduction of the 
most delicate gradations of line and color. And DURAPRINT can be applied to the decoration of 
irregular package surfaces, too—compound curvatures and the like. 


Colors? From one to five, and in any shades you designate, transparent or opaque. 
metallic or non-metallic, dull or high gloss 


Permanence? DURAPRINT uses special ink formulae that pass the ‘Scotch tape test” 
with an “A” rating! Moreover, DURAPRINT inks are flexible and alcohol-resistant, have just the 


properties needed for tricky polyethylene 


In addition, we've a special transparent protective coating to give your package 
decorations extra insurance against scratching, flaking and discoloration. 


Be sure to write today for samples and for quotations on your next job, whether the 
quantity be a hundred or a million printed units. 








PRINTING ON PLASTICS, GLASS AND WOOD Smn Are. New Rochelle, N.Y. 


New Rochelle 2-5320 
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U. S. industry's packaging departments 
are too busy on the job to be thinking 
about medals. But if anyone ever gets 
around to designing a medal to cele- 
brate their achievements it might look 
something like the one illustrated above. 

The wheel is for MOVEMENT. Pack- 
aging is a vehicle. It carries merchan- 
dise from factory to retail outlet to 
user's home. 

The palette and brush are for the 
Fine art of EYE APPEAL. Packaging 
provides attractive appearance with 
quick brand identification. It is the garb 
by means of which a superior product 
proclaims its inner quality. 
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A medal 
designed for a 
packaging 

| department 


The gear and pinion are for ME- 
CHANICAL EFFICIENCY. On the high 
speed packaging line a folding carton 
becomes a coordinated part of a mass 
production process demanding fine 
precision and consistent uniformity. 

The shield is for PROTECTION. A 
carton must guard the product's quality 
against various kinds of deterioration 
until it passes into the hands of the 
ultimate user. 


Under the watchful eye of packag- 
ing managers, superintendents, and 
purchasers throughout industry the 
level of performance in these charac- 
teristics of good packaging has risen 
steadily since packaging’s earliest days 
—and is still rising. 


The complete and coordinated facilities of our PLANNED PACKAGING are 
devoted to top-quality performance in meeting every requirement of the 
highest grade carton and container manufacture. 


THE OHIO BOXBOARD CO. 
RITTMAN «© OHIO 


Manufacturers of paper board, folding boxes, corrugated and fiber shipping containers, and converted specialties 
SALES OFFICES: RITTMAN © AKRON © CUYAHOGAFALIS * TOLEDO «+ CLEVELAND «+ COLUMBUS 
CINCINNATI ¢ YOUNGSTOWN ¢ MANSFIELD «+ PITTSBURGH * NEW YORK ¢ CHICAGO 
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’ SEFTON DOES IT AGAIN... 








OUR DESIGNERS MAKE THE 
AMAZING, NEW SINGLE 
TELESCOPE STRING- 
OPENING CAN! 


Always leading the way in packaging 
technology, it’s natural that Sefton would 
make this latest advance! Wait ‘til you see 
this revolutionary Single Telescope Can... 
it’s got a built-in re-closure...a welcome 
feature that’s been added to all the others 
found in our best-selling string-opening 
can. Whether you want round, oval, square 
or oblong shapes, you can get the one you 


prefer in a host of sizes for which Sefton Fl B R E C A N 


is tooled. Build your packages around Cn @ ae |’, ae ey: a ee 


Sefton’s new Single Telescope Can! $7. touts new Gattans 


AUBURN, WASH. 
DIVISION OF CONTAINER CORP. OF AMERICA 


DISTRICT OFFICES: @ Los Angeles @Salt Lake City e Denver @ Dallas e Chicago @ Cincinnatti eNew Orleans @ Boston @ Detroit e New York @ St. Poul 
Cleveland @ Memphis @ Nashville © Seattle e Portland 


40 MODERN PACKAGING 





Why pay for trial-and-error methods 
in your effort to improve printing qual- 
ity and ink performance? Get the 
results you want quicker, more eco- 
nomically, by calling in your local BBD 
field man. An aniline ink specialist 
with practical pressroom experience, 


he will roll up his sleeves and tackle 
your problems right at the press. Re- 
member, too, the BBD man is backed 
by an organization whose aniline 
printing “know-how” has made it the 
largest producer of aniline inks in 
the world! 


Rich, brilliant colors 
Even, dense coverage 
Sharp, clean printing 
Extra “mileage” 


use BBD ANILINE INKS 


For 


Bensing Bros.and Deeney 


| oto my . 
Associated Manufacturing Plants: 81 Albion Street, Wakefield, Mass.; 2358 N. Seeley Ave., Chicago 47, Ill. 


Export Division: McLaurin-Jones Co.; 22 East 41 Street, New York 17, N. Y. 
West Coast Distributor: A. M. Bojanower, 5270 E. Washington Blvd., Los Angeles 22, Cal. 
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Palmer Carton Former Photos Courtesy Package ke “a Machinery Co., Palmer Division, Springfield, Mass. 
ea > 


ore high speed atin requires modern high speed 


ADHESIVES! Paisley Scientific Research has anticipated 

industry’s needs. Remarkable new Adhesives have been de- 
veloped for Super-Speed operations. Whether it’s a PALMER 
(102 per minute) Continuous Carton Former or other high speed 2 
machines, there’s a Paisley Scientific Glue dentiagel to the q 
highest known degree of perfection for each specific operation! aye 
You can expect efficient, continuous production, hour after hour, { 
from these new and better Adhesives. They are designed for 
single or double end cartons and for whatever stock is being 
run. And they’ll withstand the constant agitation of fast applying 
mechanisms. Tell us your package forming or labeling prob- 


lems. Benefit from the ‘newest developments in Scientific Ad- 
hesive need 
Free set of Lab tory Reperts d ibing wide range of 
FN () FOR. 2 Paisley Adhesives for Palmer Machines. 
§ ee | Free 6 page Folder and Adhesive Operation Data Sheet for 
DHE 





consulting service on correct adhesives to fit ALL your label- 
ing, sealing and packaging operations. 
|. Continuous chain feeds glued blanks to mandrels and forming plates — glues must seal instantly on contact at 


speeds over 100 per minute ADHES 
. Continuously revolving glue rollers require dependable, economical adhesives that won't break down under 
constant agitation, 


PRODUCTS INCORPORATED 
1770 CANALPORT AVENUE, CHICAGO 16, ILL. PHONE CANAL 6-2219 
630 WEST Sist STREET. NEW YORK 19. NY PHONE COLUMBUS 5-2860 


Man Yaclirets of Yylues Vues.» Patter (esi Adbeiiee.- Cemtrie- and ribald Chemical Produce 
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More eyes 


reach for your product... 
in cartons of 
COATED LITHWITE* 


ARTONS OF COATED LITHWITE are giving 
A many of America’s most famous products a real 
advantage in today’s competitive store displays. They're 
crisper, brighter — have an extra quality look and feel. 
Coated Lithwite is a revolutionary paperboard, mass 
produced by a revolutionary process. Constantly proved 
and improved by Gardner for the last 10 years, it offers 
a practical way to upgrade cartons . . . even for the 
mass merchandiser. Like to know more about cartons of 


Coated Lithwite? Write. 


Quality on the outside, too. You'd expect O. M. Scott 
& Sons, Marysville, Ohio, to offer their lawn seed in 
a package that matches the quality of the famous, 
pedigreed lawn seed inside They do. For several 
years, Scott Lawn Seeds have been packaged in car 
tons of Coated Lithwite 


fies 


THe GaRDNER Boarp AND CarTON Co. 


MANUFACTURERS OF FOLDING CARTONS AND BOXBOARD, 408 Charles Street, Middletown, Ohio 


fice Boston. Chicag eveland, New York. Philade ittsburgh, St. Low 
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For more 


Salesfanch 


consult a 
Boxing Champ 


Mail Call! 


These days there’s a growing call for 
mailing boxes . . . easily sealed con- 
tainers that carry samples and other 
merchandise safely to their destinations. 
To remain attractive and effective, 
‘“‘mailers’’ require special skill in pro- 
duction. We have it! 

Are you considering, for example, 
boxes with die-cut platforms to hold 
small objects or articles of irregular 
shape? We’ve built them. Are you think- 
ing of boxes with corrugated linings to 
provide greater protection for liquids? 
We’ve made them. Are you consider- 
ing mailing boxes with tray dividers or 


slotted partitions? We’ve had experi- 
ence in that direction, too. 

In short, we’re ready to handle your 
requirements in mailing boxes just as in 
any other type of set-up boxes. And we 
can offer you the same advantages: 
alert service, design assistance, full 
protection for your product, and econ- 
omies in handling costs. Miller boxes 
are ready for use as soon as you receive 
them. No loss of time in assembly! 

Whatever your need in set-up boxes, 
you'll find the Miller representative 
both helpful and cooperative. Call 
him in! 


Designers and manufacturers of SET-UP PAPER BOXES 
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Beauty cream 


beautifully packaged 


in 
KOPPERS 
POLYSTYRENE 


Cosmetic containers fag Caro- 
lyn Neilson Vitamin Cream 
made in beautiful pastel shades 
of Koppers Polystyrene § 
Molder: D. & D. Plastie Com- 
pany, Detroit, Michigaa, 


~y AROLYN NEILSON of Detroit, Famed Swedish Cosmetician, 
> says, “I like these beautiful containers for the packaging 
of my Vitamin Cream. Their delightful colors radiate high 
quality.” 

What she says is true but there’s more to it than that. The 
“quality look” was obtained at extremely low cost . . . for 
Koppers Polystyrene is not only low in cost per pound but pro- 
duces more pieces per pound than other types of plastics. 
What's more, Polystyrene 8, which was used for these con- 
tainers, has a high heat distortion temperature (200°F) neces- 
sary for this application. 

Equally important was the fact that polystyrene is odorless. 
It has extremely low moisture absorption and can be used to 
hold a wide variety of cosmetics. 

Our chemists will be glad to evaluate your product and give 


~ Sie —a 
you a straight-forward answer as to its suitability for a polysty- { 
rene container. Just write or call any of the offices listed below. : )’ 
KOPPERS COMPANY, INC. 


Chemical Division - Pittsburgh 19, Pa. 


Regional Offices: New York, Boston, Philadelphia, 
Chicago, Detroit and Los Angeles 
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...iS in their background 


Behind the scintillating perfume package or the serviceable hardware box lie production problems BECK 
machines help you solve successfully. 


Your materials from cellophane to light board are cut, counted and stacked by a BECK AUTOMATIC ROLL 
SHEET CUTTER, featuring unbeatable accuracy and economy to speed your production, slash your costs. 
When you have to cut printed material to register, BECK can do the job, too. 


When you need narrow rolls of lightweight materials, a BECK RAZOR BLADE SLITTER AND REWINDER serves 


you with accurate, swift slitting and correctly-tensioned, even rewinds. 


Package makers, package material processors, package users . . . send envelope-size samples of your materials 


. . . learn how BECK machines promote production profits in your plant for years to come. 


CHARLES BECK ECORPORATION 


406 NORTH 13th STREET PHILADELPHIA 8, PENNA. 
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Plastic Bottles 








SKIN CARE 


~~ 
a) 


Euquet 


spray ON 


DECCORAN! 


mare 
Peaees's commons 
Secure mee mee 






Because we manufacture in our 
own plant, all the parts for our 
plastic bottles and print your de- 
sign on them, they come to you 
complete and ready to fill with 
either powder or liquid. Bottles 
come in a variety of attractive 
colors and are available in 1, 2, 
4, and 8 ounce sizes with colored 
caps, with leak-proof atomizer or < ~ 





spout and closures. 


Light-Weight, Non-Breakable 
Squeeze Type 


These flat-bottomed IMCO plastic LOOK POR THUS SAARE (Tk 4 


containers are light in weight and 
save on shipping costs. They are rs 
made of unbreakable Polyethylene 
plastic and make an ideal container 


for cosmetics, perfumes, lotions, INJECTION MOLDING COMPANY 


deodorants or insecticides. This 





ped 


versatile. modern bottle adds sell- 3823 Independence Ave., Kansas City 1, Missouri 
ing power and eye appeal to your J. W. Wilson Glass Co., Inc Berman Bros., Inc Mr. Erwin Kautfrr 

. vereews in 2 North Fourth Street ith ‘tin Ce Chippewa Stree 
product as wares "7 gecesi in Brooklyn 11, New York Chicago 8, IIlinois St. Louis 9, Missouri 
over-all packaging costs. Write or Wolter Seaik 





‘. E Magic ty Bottle G Supply Co Cons jated Bottle ¢ fal: : pes f y 
wire for samples and prices or see 222-230 N. W. 2 Ist Street 27-67 Vine Avenue y Building 
. I ° ° I Miami 37, Florida Toronto 9, Ontario, Canada Memphis, Tennessee 
your nearest distributor. The Jockson fen 
’ sliformia Eureka Bottle Riekes G Sor F t 
F Box 2464. Terminal Annex ; Webster Street 49 Beect Norw 
Los Angeles, California Omohoa 2, Nebraska Cincinnati 12, Ohio 








It’s no stretch of the imagination, rather, robust realism to call our past half 
century a Miracle—U.S.A. 

America has set an amazing record of progress in 50 years — but a moment in 
the history of civilization. A record unequalled by any other political or economic 
system. 

Merely by broad brush strokes, we can all visualize this miracle. Remember the 
crystal set, the hand-cranked car, the biplane? A far cry from our FM radio, tele- 
vision, hydro-matic drive and supersonic planes. 

And here’s another phase of the miracle that went hand-in-hand with these and 
the myriad of intertwined technological advances — ranging from the radio telephone 
and Bakelite to the X-ray tube and teletype . . . and to atomic energy and its un- 
told potentialities. 

Since 1900 we have increased our supply of machine power 4% times. 

Since 1900 we have more than doubled the output each of us produces for 
every hour we work. 

Since 1900 we have increased our annual income from less than $2400 per 
household to about $4000 (in dollars of the same purchasing power), yet... 
Since 1900 we have cut 18 hours from our average work week —equivalent to 
two present average workdays. 


How did we do it? The basic cause for this composite miracle has been the 
release of human energy through FREEDOM, COMPETITION and OPPORTU- 
NITY. And one of the most important results is the fact that more people are able 
to enjoy the products of this free energy than in any other system the world has 
ever known. 


THIS IS THE MIRACLE OF AMERICA . . . it’s only beginning to unfold. 


Published in the public interest by: 
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SYLVANIA CELLOPHANE 


—tops the field in packaging! 


Sylvania Cellophane 
MS-1 
duty 600 gauge 
printed in two colors 
is used for this tool 
package. 


F 


> 


< 


me 


Pa 


in the heavy- 
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Visit our booth at A. M. A. National 
Packaging Exposition, Navy Pier, 
Chicago—April 24-27, 1950 


Here Sylvania Cellophane MP-3 
gives sparkling beauty, complete 
protection to an unusual hardware 
package — but remember MP-3 is 
only one of the family of Sylvania 
Cellophanes. Each of this remark- 
able groupof materials is engineered 
to meet specific requirements. 
Sylvania Cellophane is available 


with controlled degrees of moisture 
protection. It is made in different 
gauges—heat seals easily and is read- 
ily applied by hand or automati- 
cally at high speeds. It is grease- 
proof, durable and available at low 
cost. It offers the true transparency 
that means sales appeal. Put Sylva- 
nia Cellophane to work for you! 


1 create eal yh AE 


Mr. Cellophane is always available 
to help you solve your packaging 
problems. Talk over your require- 
ments with your Sylvania representa- 
tive or write to Market Development 
Dept. MP3for a complete description 
of all Sylvania Cellophanes, or advice 
on any specific application. 


SYLVANIA DIVISION AMERICAN VISCOSE CORPORATION 
Manufacturers of cellophane and other cellulose products since 1929 
General Sales Office: 1617 Pennsylvania Bivd., Philadelphia 3, Pa. 
Plant: Fredericksburg, Va. 
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N PUTS A BIG CHEESE IN ITS PLACE” 











A TRI-STATE RIGID PLASTIC BOX 


For 





Top Appeal-Utility 


—Premium Sales 





“No favorite like an old favorite,” says Elsie, the famous Borden cow. 
And packaging the perennially-popular two-pound Chateau Cheese Food 
in a new Tri-State Rigid Plastic Box makes this old favorite move like a brand 


new “Find” in spot markets throughout the country. 


Co-starring with Borden's mellow-mild Chateau in the current pro- 
motion, this Tri-State Rigid Plastic Box proves that products in useful bonus 
boxes move faster — even at premium prices! Packaging your product in a 


Tri-State Box, retailed at premium price, can boost unit sales in market after market. 


Whether you manufacture a food, a confection, mass or class products of any kind—a gleaming, 


transparent Rigid Plastic individual showcase will keep your product fresher, cleaner, more appealing. 


We'll mold to your specifications, or you may choose an inexpensive Rigid Plastic Box from our wide 


assortment of stock shapes and sizes. 


The best Rigid Plastic Boxes are Injection Molded by Tri-State. 


TRI-STATE PLASTIC MOLDING COMPANY 
HENDERSON, KENTUCKY 


New York Office: 12 E. 41st Street — Murray Hill 3-6572 
Chicago: 176 W. Adams Street 





The home-building indust:y set its sights 
high for ’49 and, sure enough, beat all 
previous records for home construction. 
Starts last year were near the million 
mark, and to the tune of about 
$6,500,000,000. This compares with 
926,800 non-farm dwellings (worth 
$6,980,000,000) in 1948, and 849,000 
(valued at $5,260,000,000) in 1947. 


Gadgets and gimmicks in unprecedented 
variety went into these new homes. A 
large part of the materials, supplies, 
hardware, fixtures, and appliances turned 
up at the building sites safe and sound, 
thanks to sturdy corrugated packaging 
at the factory. 


Participating in this great crusade to put 
a roof over every American head were 
MEAD .009 Corrugating and Liners. 
MEAD Corrugating is that heavy-duty 
corrugating board made from chestnut 
and other hardwood fibres. It has given 
shippers dependable assurance of safe 
delivery for more than 20 years. 


Mead Board is sold direct by 


MEAD BOARD SALES, Eme€. 3351 Madison Road, Cincinnati 9, Ohio 
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VisibJ@ Quality in the Packagé Can Reflect 
sible Quality of the,Produet! 


Leading Manufacturers of Baby-Care Products, Recognizing 


That Fact, Give Preference to 


Ridgelo 


REG. US PAT OFF 


BOX BOARDS 


FOR FINE FOLDING CARTONS 


CUSTOM MADE FOR EVERY ORDER 

SUPERIOR PRINTING SURFACE 

BRIGHTER — SMOOTHER 

HIGHER VARNISH GLOSS 

ASSURED UNIFORMITY 

CONTROLLED COLOR MATCHING 

BRIGHT FAST AND SOIL RESISTANT COLOR 
LUSTROUS BRUSH FINISHES AND EMBOSSINGS 


MADE AT RIDGEFIELD, N. 3. BY LOWE PAPER COMPANY 


Representatives 


H. B. Royce, Detroit 

Philip Rudolph & Sons, inc., Philadeiphia 
A. E. Kellog, St. Louis 

Norman A. Buist, Los Angeles 
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FORMAL NOTICE! 9th November, 1949 
EXCLUSIVE! 
U.S. Patent #2,487,400 


The Tupper Corporation has attained a position 
of leadership in this industry by incurring 
great expense and expending painstaking effort 
in the development, design, manufacture and 
exploitation of its many world-known products. 


The Tupper Corporation further has anticipated 
the inevitable attacks to which leadership is 
subject and has taken measures provided by law 
to preserve the creative rights to its products, 
methods and design by patent protection both in 
the United States and abroad. 


Tupper Seals for Tupperware shown in this advere 
tisement are just a few of the forms covered in 
this manner and are specifically covered by U.S. 
Patent #2,487,400. 


Only the Tupper Corporation, by U.S.Patent 
#2,487,400 has the right to make, use and vend 
container closures in connection with any and all 
types of containers throughout the United States 
and its territories as covered by the claims of 
the Patent. 


Tupper Corporation will protect, according to law, 
the exclusive rights above granted 


TUPPER CORPORATION 














ANYONE who has ever used an 
Ermold Automatic Multiple Labeler 
knows this high-volume, low-speed 
machine is a reliable performer. In 
fact, some Ermold Labelers have been 
in steady use for more than a quarter 
of a century. But for those who are 
still “from Missouri”, here’s proof of 
Ermold dependability. 

A Midwestern brewery ran two 
Ermold Labelers round the clock for 
16 weeks. During this entire period, 
these machines were shut down for 
a total of only 20 minutes. 

Today thousands of Ermold Auto- 
matics handle their labeling assign- 
ments with ease. Because they operate 


1 B vec of 


perfect labeling 


with only 


AU 


minutes 


down for repairs 


on the multiple principle, they are 
capable of high output even though 


machine speed is low. You can count 
on accurate labeling, day-in, day-out, 
of up to 12,000 containers per hour 


depending on whether you use a 4, 6, 
8 or 10 row machine. This slow ma- 
chine speed and gentle handling re- 
sult in steady output, long machine 
life, low upkeep and less bottle break- 
age. This compact machine is fully 
automatic and requires a minimum of 
Operating attention. 

Investigate the cost-cutting advan- 
tages of a new Ermold Labeler. Ask 
your Ermold representative, too, 
about the many new improvements 
that can be incorporated in your pres- 
ent models, 

PLAN NOW TO PUT THE 
NEW ERMOLD UNPACKER 
ON YOUR LINE IN 1950 


EDWARD ERMOLD COMPANY, 652 HUDSON STREET, NEW YORK 14, N.Y. 70 Years of Labeling Leadership 
OFFICES: BOSTON + CHICAGO - CLEVELAND + LOS ANGELES - ST. LOUIS » SAN FRANCISCO - MONTREAL + TORONTO - MEXICO - CUBA - ENGLAND 


> LABELERS 
Py 4, 

ED 1880 4 Dg S INCORPORATED 1911 
concen unas EE-129 
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IN WINDOWS OF 


LUMARITH 


TRANSPARENT FILM 


If your package planning includes a window box, here 

are facts about Lumarith transparent film you should know 

Lumarith is crystal clear and satin s-m-o-o-t-h. 

Lumarith won’t sag, wrinkle or pull the container out of shape... 
takes multicolor and metallic printing as beautifully as 

coated paper . . . does not age or become brittle 


on the shelf... keeps a fresh look and a quality “feel”. 


Window boxes of Lumarith transparent film win increased 
consumer approval for products. They prove their 

economy even in low price competitive fields. 

Let window boxes of Lumarith film make the difference in 
your sales. If you'd like the names of container manufacturers, 
write: Celanese Corporation of America, Plastics Division, 


Dept. 8-C, 180 Madison Avenue, New York 16, N. Y. 


NATIONAL PACKAGING EXPOSITION APRIL 24TH-27TH, 
NAVY PIER, CHICAGO—CELANESE BOOTH 204. 
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NM INIMIZE 


‘> Your Shipping R 


+P: 


i EES 


St with 


W hen you use Gaylord Protective Packaging, 
you know that your product is receiving special 
protection against the hazards of shipping. This 
extra protection is your insurance against annoye 


ing damage and the loss of customer goodwill, 


To put Gaylord Protective Packaging to work for 
you just call the nearest Gaylord sales office. 


GAYLORD CONTAINER CORPORATION, General Offices: ST. LOUIS 


New York + Chicago + San Francisco + Atlanto + New Orleans + Jersey City + Seattle 

CORRUGATED AND SOLID FIBRE BOXES e Indianapolis » Houston + Los Angeles + Oakland + Minneapolis + Detroit + Jacksonville 
FOLDING CARTONS @ Columbus + Fort Worth *» Tampa + Cincinnati + Dallas + Des Moines » Oklahoma City 

Greenville + Portland + St. Lovis « San Antonio «+ Memphis + Kansas City » Bogalusa 

KRAFT GROCERY BAGS AND SACKS @ Milwaukee + Chott ga * Weslaco » New Haven + Appleton + Hickory + Greensboro 
KRAFT PAPER AND SPECIALTIES @ Sumter + Jackson * Miami * Omaha + Mobile + Philadelphia « Little Rock + Charlotte 





GA-24 
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THE SHELF-SHAPE BAG 
THAT PACKS WITHOUT SLACK 


Deltasea, 





One reason why more manufacturers 
are turning to the DELTASEAL PACKAGING SYSTEM* 


Deltaseal Bags are flat ...top and bottom ...so, they’re easy to stack 
in attractive, space-saving displays. There’s no slack-pack appearance to 
discourage sales. The Deltaseal closure helps the bags keep that full-pack 
look. Housewives like this closure, too, because the “built in” spout 
makes easy pouring. 


Deltaseal lowers packing costs. Deltaseal Packaging Machinery is designed 
for Deltaseal bags alone. It fills, shapes and closes the bags fast . . . 2,000 
or more an hour, depending on the commodity. Mostly automatic, it 
handles volume packing with real efficiency. 


Let a Bemis representative explain more of the benefits in the Deltaseal 
Packaging System. Call or write your nearest Bemis office. 


Baltimore « Boise « Boston « ~ Sree . Buffalo e Charlotte « Chicago « Cleveland « Denver © Detroit « Houston 

East Pepperell « ind Fla. © Kansas City « Los Angeles « Lovisville « Memphis « Minneapolis 

Mobile « New Orleans « i York City « Norfolk « Oklahoma City « Omaha « Peoria « Phoenix « Pittsburgh « Salina 
St. Louis ¢ Salt Lake City « Son Francisco « Seattle « Vancouver, Wash. « Wichita « Wilmington, Calif. 
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*THE DELTASEAL PACKAGING SYSTEM 
Deltaseal Bags plus the Deltaseal Packaging 
Machinery. 


Bemis 
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.» BUT IT’S STRONGER 
WET THAN DRY! 

















M..: papers tear easily when wet . . . but this physical fact is completely reversed in special “wet 


strength” papers recently developed by Riegel. These “stronger-wet-than-dry” grades are just a tiny 
group among more than 600 different kinds of paper made in the Riegel Mills — many with technical 
properties that would surprise you. Perhaps one of these Riegel grades can help you. If not, we can 
probably create a new paper . . . “tailor-made” to your most exacting requirements. Just tell us what 


you are looking for, or send us a sample. If we can’t make it, we will gladly tell you who can. 


RIEGEL PAPER CORPORATION e- 342 Madison Avenue, New York 17, N. Y. 


Kegel 


@e TAILOR-MADE PAPERS FOR PROTECTIVE PACKAGING e 
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FOR TODAY’S BRIGHT 
KITCHEN SHELF 


COMMAND ATTENTION... 
STEP UP SALES! 


CLEVELAND CONTAINERS 


are designed and produced to spotlight the 
advantages of your products. They give 
individuality and customer appeal to articles 
such as: 


Bouillon Cubes Bread Crumbs 
Powdered Custard Malted Milk 
Sugar... Salt Potato Chips 
Gelatine Desserts Popcorn . . . Nuts 
Cracker Crumbs Cheeses . . . Coffee 
Cookies . . . Rice Fruit Cake 
Powdered Milk Pretzels . . . Candy 
Baster . . . Spices Cereals . . . Flour 
Biscuits Puddings 

Cheese Cake Salad Dressing Mix 


Besides excellence of construction, you obtain 
low cost and quick deliveries in using Cleveland 
Containers. 
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Ue CLEVELAND CONTAINERGF 


Ask for our new folder showing various types of 
Cleveland Containers. 





Visit our Booth No. 208 at 
the 19th National Packag- 
ing Exposition in Chicago. 
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6201 BARBERTON AVE. CLEVELAND 2, OHIO 
© All-Fibre Cans © Combination Metal and Paper Cans 
® Spirally Wound Tubes and Cores for all Purposes 
PLANTS AND SALES OFFICES: Clev pte Detroit Cleans Plymouth, Wisc, 
Jamesburg, N. J., Ogdensburg, N.Y. © ABRASIVE DIVISION ot Cleveland 
SALES OFFICES: Grand Central Terminal Bidg., New York City, Washington 
Gas Light Bidg., Washington, D. C.; West Hartford, Conn.; Rochester, N.Y. 
Cleveland Container Canada, Lid. Prescott, Ontario * Offices in Toronto ond Montreal 





WHICH PACKAGE 
SUITS YOUR PRODUCT? 


pte ee 


Attached cover, smooth edges, snaps closed 
with bead lock giving rigidity to top sur- 


Fiat, airtight face with no distortion. Opens, closes with 


one hand. Can be coated inside, body, top 
and bottom if desired. 


Contents readily accessible as top swings 
back and provides completely open con- 
tainer. Top aperture is wide enough to 
permit user to reach in with fingers and 
pick out contents. Comes in four sizes. 


If you are packaging small items 
used in small quantities... 


This container is most familiar as the pack- that this keen organization has not pioneered. 
age for short lengths of adhesive tape used 


We can advise you on how to build sales, 
for minor cuts and bruises. 


cut costs, improve processes, and on filling 

Notice that the hinged snap-top opens and closing procedures. We stand ready to 
easily, protects the contents from dust. . . serve you promptly in production-line emer- 
that the package makes a nice display and gencies. Call Canco first ! 
keeps clean after handling. 

Perhaps you are packaging cold tablets, 
salt tablets, rubber bands, nails, nuts, bolts, 
playing cards, king-size cigarettes, whole 
spices, notions, buttons, or some other small 
item used in small quantities. 


Might it not be a good idea for you and 
us to sit down together and see how our 4 
know-how might help you? 


Pioneers, we... 





Since 1901, Canco has been creating new 
and more effective packages. There is hardly 
a major development in the packaging field 





Visit us, Booths 241 & 245, at the 19th AMA National Packaging Exposition, Chicago, Navy Pier, April 24-27. 
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Kum-Kleen 


mechanizes 


hand labeling 


with labels on ‘conveyer belts’! 


HERE IS HOW KUM-KLEEN dispenser-to- package label 


ing puts your hand labeling in high-speed gear 


Mounted on ‘conveyer-belt’ tape, pressure-sensitive Kum 
Kleen Labels are instantly applied without moistening. The 
new Kum-Kleen Electric Dispenser automatically delivers 
individual labels direct to the operator's hand—as fast as 
your production demands. No more waste motion of sorting 
and wetting loose labels. No more gummy fingers or soiled 


packages 


The labels that stick and stay stuck. Kum-Kleen 


labels stick permanently to all types of packages—even 


such hard-to-label surfaces as cellophane, pliofilm, poly- 


ethylene, glass, metal, plastics, varnished woods, etc. 


Kum-Kleen Labels never pop or curl, despite humidity and 


temperature extremes. Use Kum-Kleen Labels—produced 


NEW YORK~+ PHILADELPHIA+ DETROIT+ CHICAGO: 
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to your exact size, shape, color and printing specifications 


to dramatize your package. 


Kum-Kleen labeling pays for itself. The compact, 
low-cost Kum-Kleen Dispenser fits into any packaging oper 
ation and can be operated by unskilled help. Many users 
say it sets off a chain reaction of time and labor savings 


that quickly pay the cost of both labels and dispenser 


An inquiry on your letterhead brings you complete Kum- 


Kleen information and samples by return mail 


AVERY ADHESIVE 


LABEL CORPORATION 


Monrovia, California 


CLEVELAND:+AND ALL PRINCIPAL CITIES 





The lowest-cost 
All-Transparent Rig Packages 


[ltdiijol om 


NO OTHER PACKAGES ARE MORE APPEALING AT POINT OF SALE... 
PROTECT BETTER...DISPLAY THEIR CONTENTS MORE EFFECTIVELY 


Here's how to make window-clear plastic go to work especially adapted, they cost less than any other 


ales > < » Ta . — ° a 
on your sales problem. Our famous PLASTAFOL rigid plastic package. Packagers of highly compet- 
Cartons may well prove the best silent salesmen 


itive, smart merchandise have kept our plant 
you ever put on the payroll. 


growing. Our business is up 600°7 ...and we'd 


In small sizes for which PLastTaFoL* Cartons are like to take a crack at helping you step up yours. 


Write or wire us. We'll get right on the job! 


PACKAGED IN 


*Trade Mark Reg. U.S. Pat. Op 


Troth - Bright - Page, Inc. 


Paoli, Pa. * Phone, Paoli 1846 
New York, N. Y. « Phone, Enterprise 6613 
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: Pr). (fn ~*Zechorea Oval, oblong, square and round, 
c#e) Fo Cyseoduct- 


Spiral — convolutely wound 


For all your needs in package plans 


e 
content Answer always — R. C. Cans 


R. C. FIBRE CANS are popular in so many different industries because they combine 
greater eye and buy-appeal with extra functional advantages. Easier to fill . . . easier 


to stack, handle and display ...R. C. Containers are designed to dispense your product 
more conveniently. 


These more practical features grow out of practical experience obtained over a period 
of 40 years. R. C. Can engineers know packaging, and they adapt their experience to 
the special needs of your product and to your production set-up. That’s why R. C. Con- 
tainers will move your product — through the plant and into consumer's hands — faster, 
more efficiently at lower unit cost. 


COMPLETE SERVICE... ON SCHEDULE DELIVERY From planning and designing 
your closure and package to testing . . . manufacturing . . . applying the label — R. C. 


gives you complete packaging service. Four strategically located plants assure prompt 
delivery. 


MAIN OFFICE 


and Factory 103 Chambers St., St. Louis 6, Mo. 


Branch Factories: Arlington, Tex.; Rittman, O.; Kansas City, Mo. 
SALES OFFICES: 
C.£. DOBSON, 819 Carondelet Bidg..New Orleans 12,lo. R. J, WATERS, 516 Fifth Ave., New York,N. Y.  L.C. MORRIS Co.; 1125 Spring St.,N. W., Atlanta, Ga, 
S. W. SCOTT, 608 McColl Bidg., Memphis 3; Tenn. E.F. DELINE CO., 224 W. Alameda. Denver 9,Colo. W.L. BENNETT, 1 26 S. Third St.. Minneapolis 1, Mina, 
CAN SUPPLY CO.,1006 W.W ashington Bidg.,Los Angeles Calif. C. J. TAUGHER, 1628 W. Wisconsin, Milwaukee 3, Wis. 
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Oxford Papers 
From Hats Are Good Papers to Know 
Cc K 


These six grades cover a wide range of 
needs. It will pay you to keep them in 
mind when planning or producing fine 
printing. Still others extend the use- 
fulness of Oxford Papers to cover every 
requirement for letterpress, offset, 
lithography and rotogravure. 


POLAR SUPERFINE MAINEFLEX 
ENAMEL ENAMEL 


MAINEFOLD ENGRAVATONE 
ENAMEL COATED 


. 


WESCAR OFFSET DUPLEX LABEL 


* * * 


Your Oxford Paper Merchant 
Is a Good Man to Know 


There is an Oxford Paper Merchant as 
near as your phone in any of 68 major 
cities from coast to coast. You will 
find him a mighty good man to know 
for many reasons. His ability to pro- 
vide the right paper in the right quan- 
tity at the right time is only the most 
obvious of these. You'll find his inter- 
est in your needs and problems is gen- 
uine. It is backed by long experience 
in helping users get the greatest value 
PAPE R S from their investment in printing pa- 
pers. Get in touch with him today, 
ask for a copy of the helpful Oxford 


fal k y B i L D S A ¥, E S Paper Selector Chart. Or, write direct 


to us 


\ = your concern with printing as a 
merchandising tool—if you’re using printed messages 
to create more sales for wearing apparel or any other 
product or service—you can rely on Oxford Papers 
to help make your promotions more resultful. Every 
paper in this top-quality line has been developed and 
perfected with a two-fold purpose in view. This is to 
assure the user of each Oxford grade maximum pro- bois: 
duction economies and to help build greater sales for Oxford Miami Paper Company 
his product through more effective presentation of 35 East Wacker Drive, Chicago 1, Ill. 
his message to the reader. This means you are sure of Oxford Paper Company 
the right paper for a better job when you insist on 230 Park Avenue, New York 17, N. Y. 
Oxford Papers for brochures, enclosures, catalogues, : 


Sitiea ; MILLS AT RUMFORD, MAINE, 
advertising inserts, labels or box liners and wraps. AND WEST CARROLLTON, OHIO 
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BALANCE 


Is The Key To Outstanding Performance 








Pak 


’ < 
\ 
) 


—| PERFORMANCE 


Exhaustive tests and years 
of applied experience have proved that for TOP 
PERFORMANCE of petroleum wax, BALANCE of 
Tensile Strength is required. Strength of wax is 
determined in the MOORE & MUNGER labora- 
tories by the Modified Tinius Olsen Wax Tensile 
Tester, a mechanical device proved to give 





STRENGTH OF WAX 


reliable results which can be consistently correlated 
with OUTSTANDING PERFORMANCE. 


MOORE and MUNGER specifications 
mean PERFECTION IN PETROLEUM 
WAX for every packaging need. 


@ 
Mamspec 


Ad No. 104 
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You are sure of positive sealing when you cap with ALCOA TopSide CLOSURES—for the indi- 


vidual closure is fitted to the individual bottle. When applied, the unthreaded cap is held to.the 


nel 
| 


' ' 
sealing surface with controlled top pressure, 


¢ 


Pr 
r + 





' ' = 
firmly embedding the bottle lip in the cap 


liner. A double seal, both top and side, results. Then rollers move in, and with the bottle threads 


EZ 


. ay ' ‘ a s 
as a guide, roll on the threads of the cap. This double seal eliminates “‘leakers”’ 


se a 
———-s 


tain their original high quality. For complete 


information write for a copy of our }/ e 


catalog—it’s free. ALUMINUM COMPANY OF 


AMERICA, 1705C Gulf Bldg., Pittsburgh 19, Pa. 


—— 








PACKOMATIC COMBINED TOP AND BOTTOM CARTON SEALER 
with automatic carton feeder and volumetric filler se 


seals both 
ond bottom flops automat " 








Modernize with PACKOM ATIC 
macy condoere semaines Automatic Packaging Machinery 


ously —or tops, or bottoms only, if desired 


1,500,000 “pancakes” sped from production line 
to shipping platform every 16 hours, automatically! 

3,000 corrugated™shipping cases packed, glued, 
closed, sealed, coded, dated and imprinted per hour, 


: automatically! 
PACKOMATIC IMPRINTER prints dete os shipping coses . f 
trove! trom seoler 








This gives you an idea of how PACKOMATIC 
carton-filling equipment, case packing and sealing 
equipment, coding (dating) and imprinting equip- 
ment helps the packaged goods manufacturer cut his 
costs, conserve floor space, eliminate semi-productive 
manual operations. 


PACKOMATIC AUTOMATIC TELESCOPING VOLUMETRIC Ask Ballard & Ballard, Quaker Oats, Colgate- 
FILLER for handling semi- and free-flowing products 








Palmolive-Peet, International Salt, Armour & Com- 
pany, Schenley Distillers, Standard Brands, Kellogg, 
and scores of other leaders in the fast expanding 
packaged merchandise field. 

Submit your own packaging situation to a 
“PACKOMATIC” branch, or direct to Joliet. A 


request for suggestions incurs no obligation whatever. 





cr S AUTOMATIC AUGER PACKER — 


WEIGHER for semi- or non-free flowing products | 3 Coupon below brings you colorful literature 


on PACKOMATIC Case Sealers. PACKO- =! HH 
MATIC Carton filling and sealing machines, 
PACKOMATIC imprinting equipment, etc. 
No obligation whatever for recommendations 


| PACKOMATIC TELESCOPING VOLUMETRIC FILLER for and suggestions. 
| dry products in cons or cortons 
Baal Rechte 


— 








J. L. FERGUSON CO. 
Please send complete data on Case Sealing 
vaciuia. ) JOLIET 1 


mac y CO. JOL Filling and Sealing Case Imprinting Equipment. 
Y co Tey 
ERGY? 


: Company 
: Chicago + New York - Boston - Baltimore - Cleveland - Denver Address 
New Orleans + San Francisco + Los Angeles - Seattle - Portland - Tampa a a 
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Ww. Busine! 


WHAT WILL THE 1950 CENSUS 
DO FOR YOUR BUSINESS © 


CONSUMER MARKET INFORMATION 


The 1950 Census will provide a huge amount of informa- 
tion about the characteristics of the consumer market. It 
will tell you what kind of income groups live where . . . 
what they have and what they need in the way of com- 
modities from automobiles to television sets down to 
plumbing fixtures. The Census is an accurate survey of 
economic conditions in your market area. It will not only 
tell you where your customers are, but what they need 
that you have to sell them! 

It will show where improved transportation and shipping 
facilities are needed . . . better harbors and waterways 

. stepped-up Public Service. 

That is why the 1950 United States Census is vital to your 
business! 


COOPERATION 


You know that the Census-Taker is not just “counting 
heads.” He’s actually making a survey of existing condi- 
tions in industry, business, employment, housing, educa- 
tion. You know census information is as confidential as 
the vote you cast! Because you know all these things 
you'll cooperate with the Census-Taker in every way when 
he calls on you. 


WHAT ABOUT THE OTHER FELLOW? 

But! What about the people who work for you? The man 
in the shop . . . your own secretary . . . the fellows in the 
shipping room. Do they know all this about the Census? 
Chances are some of them do, so the idea is to get the 
right information across to those who don’t! 


WHAT'S THE BEST WAY? 


If it’s possible, call everyone together and talk about it 
. ask questions . . . exchange ideas. If your outfit is 


too big for that, direct a Census information memorandum 
to all your employees. Post information on the bulletin 
boards. Run a Census story in the company house organ. 
Talk about it. Every way you can... get the people who 
work for you to cooperate with the Census. 


WHAT DOES THE 1950 CENSUS MEAN TO 
YOUR EMPLOYEES? 


Better schools . . . school buses . . . school lunches. It 
means finer roads, bridges and highways . 


transportation facilities . . 


. increased 
‘: improved safety regulations. 
It creates more efficient Public Service and furthers ade- 
quate distribution of utility services such as telephones, 
gas, water and electric power. It will help your commu 
nity plan better parks, playgrounds, recreation areas and 
housing. It will mean higher living standards and accurate 
congressional representation. The Census is everybody's 
voice in America’s future! 


YOU OWE IT TO YOURSELF... 


Mister Businessman . . . to your business and your com- 
munity! Put your efforts behind the 1950 United States 
Census for an even better country to live in. . . the best 


country to do business in! 


yg 


im ANER 


Like other American business firms, we believe that business has a responsibility 
to contribute to the public welfare. This advertisement is therefore sponsored by 
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RYLAN GLA CORPORATION 
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ELECTROLYTE SOLUTION packaged 
separately in Plaxpak polyethylene 
bottles makes it possible for Koehler 
Manufacturing Company, Marlboro, 
Mass., to ship its latest Rechargeable 
Spotlight in a non-activated state 
Purchaser receives spotlight with bat- 


BRECK provides a 4-ounce Plaxpak 
polyethylene dispenser bottle with its 
regular 8-ounce size shampoo. Sales 
appeal of the Breck product is height- 
ened by the convenience of an un- 
breakable, lightweight and squeezable 


CRAFTSMANSHIP OF WALLACE ster- 
ling is subtly presented by a diaphan- 
ous envelope of Plaxpak polyethylene 
film. Tarnishing and scratching are 
minimized, too, in store display and 


tery unimpaired by storage. Electro- container. Accidental slips won't re- 


in the home. Bags are made by the 
lyte is poured in when ready to use 


sult in a crash, or loss of contents. Kage Company, Manchester, Conn 


DEATH TO MOTHS now comes in 
Plaxpak polyethylene bags. The tough, 
tear-resistant bags permit vapor of 
poaradichlorbenzene crystals to escape, 
then asphyxiate moths. Outer cello- 
phane wrap holds vapor until bag is 
used. MoMort is a product of CrystalX 
Company, Lenni Mills, Pennsylvania 


ALEXANDRA de MARKOFF’S Fragrant 
Fern talcum powder is packaged in a 
four-ounce Plaxpak bottle of natural 
polyethylene. A truly feminine dust- Manufacturing Co., Cincinnati, Ohio 
ing of powder is effected by a slight do a real packaging and selling job 
squeeze of the bottle — one of the Mehl also produces 
numerous features of Plaxpak bottles 


COMMERCIAL POULTRY raisers find 
that Plaxpak polyethylene film bags 
as fabricated and printed by Mehl 


packaging kits 
for home freezing, using Plaxpak film 


%& In addition to its packaging 
products, Plax makes a wide 
variety of thermoplastics in rod, 
sheet, tube, and other forms. 





More and more manufacturers are packaging 
in Plaxpak polyethylene bottles and film. The 
unbreakable, colorful and lightweight Plaxpak 
bottle is proving an “open sesame” to new sales 
opportunities. So is Plaxpak film. Perhaps your 
product — or new product ideas — can use the 
added convenience, protection and sales ap- 
peal of Plaxpak bottles or film. Get in touch 
with Plax — we're ready to help. 


ae = 
LOST TY TES --\WOWSS 


PLAX CORPORATION DIVISION, iwrrrono-cwpme company {Case covgaoe toxerie, ve noun 
Offices in New York City, Syracuse, Philadelphia, Chicago and St. Louis 
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le you said the great New 


Telex “200” Hearing Aid, 





you guessed right! 





Engineered with split-hair precision and fully con- 
tained in a case of jewel-like beauty, it is only 

fitting that a product of this quality be pre- 

sented to its prospects in a package of 

unmistakable merit. 

And, with Telex — as with scores of 

other makers of world-famed hear- 

ing aids and other products — a 

“Planned Package by Farrington” 

has been the natural choice. 

With an almost-endless variety of leather- 

rich coverings (both real and simulated), 

Duroframe construction and superb design, 

every Farrington package is made to win atten- 

tion and loosen pursestrings . . . on a profitable basis! 
May we submit designs and bids on your next package? 
You will not be obligated in any way. 


FARRINGTON MANUFACTURING COMPANY 
GENERAL OFFICES: 6O ATHERTON ST BOSTON 30. MASS Packacep P 4 


CANADIAN PLANT: FARRINGTON MFG. CO.,LTD... 1191 BATHURST ST . TORONTO 4 


DISPLAY PACKAGES JEWEL CASES METAL SPECIALTIES CHARGA-PLATE SERVICE 
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“Wr : . . PUEBIO COLO 
We are pleased to advise of the results obtained from using Heat pAntpenter Paper Company 
Seal Labeling. We were using five semi-automatic label machines, ni seB8 sce 
; E ‘ ‘ . erald Paper ( I 
each running about sixty labels a minute. Since we installed an auto- ROW CiesttR No 
y Al Cory Company 


° > m > . The 

matic label machine using labels printed on Pervenac Paper this one ST. LOUIS M0, as 
machine is doing the work of five and doing a much better job. We 
now run 300 labels a minute,” writes Mr. I. F. Witherington, Secre- 


° , . Carpenter Paper ¢ 
tary-Treasurer, Mt. Olive Pickle Co., Inc., Mt. Olive, North Carolina. i oak ole 
Coes FR se al 
- * 5 i E sraviit WASH 
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Designing the private mold 


THE TRADEMARK DISTINCTION OF SPECIAL SHAPES IS PRACTICAL FOR 


MOST GLASS PACKAGERS, IF THESE SPECIAL CONSIDERATIONS ARE OBSERVED 


TJ he distinctive shape of a successful 

private-mold bottle is an enviable 
trademark. Try to think of Coca Cola 
without its familiar bottle, the Haig 
& Haig Pinch Bottle without its 
“pinch,” Matchabelli perfumes with- 
out the crown-shaped flacon. 

Now that glass manufacturers are 
again in a position to promote private- 
mold business, hundreds of users of 
glass containers are giving greater at- 
tention to these packaging aids to in- 
crease sales. Cosmetic, beverage and 
drug manufacturers who have long 
recognized the promotional value of 
private molds are making wider use 
of custom designs than ever before. 
There is also a growing interest in 
private molds among the makers of the 
lower-cost household products, jams 
and jellies, table syrups, cooking and 
table sauces and other foods, who 
want something more than Boston 
rounds to set off their products from 
the crowd on store shelves. The 
phenomenal growth of the polyethyl- 
ene plastic bottle is also bringing up 
new questions of effective private- 
mold design. 

In addition to its value for sharpen- 
ing brand identity, the bottle of in- 
dividualized shape can be designed 
to invite the hand as well as the eye. 
One leading designer has called this 
the “pick-me-up” quality. Proof that 
it pays off is indicated by reports from 
users of such containers showing sales 
increases as high as 300% attributable 
just to the shape of a bottle. 

The designing and launching of a 
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successful private-mold glass package, 
however, involves a number of con- 
siderations which a user does not ex- 
perience with any other type of con- 
tainer. 


Type of product 


What goes into the bottle naturally 
governs the type of design selected. 
Although there is still plenty of op- 
portunity for originality, over the 
years a number of basic bottle forms 
have become traditional for certain 
types of products and the user of glass 
must take such patterns into considera- 
tion in his planning. A_ toiletries 


manufacturer would no more think 
of putting a hand lotion in a package 
that looked like a medicine bottle 
than a drug firm would put an ethical 
drug product in a bottle that looked 
as though it should be on the cos- 
metic counter. Ketchup manufac- 
turers will never put ketchup in a 
container that looks like a chili-sauce 
bottle. Users and consumers have 
come to associate certain products 
with certain bottle forms—many times 
for functional reasons. 

All of this may sound obvious, but 
it is amazing how the obvious can 


be overlooked. The point is illus- 


CAN YOU TELL what nail polish brand each of 


- bottles represents? They are so individual, almost every w 


“man can identify each of them without a label. How 


are you? See answers, p. 77. PHOTO COURTESY THE UTLEYS, 


®, 





trated by two firms in the toiletries 
field who tried to depart too far from 
accepted basic forms. 

One is 


a producer of a popular- 


priced, volume-selling hand lotion. 


Several years ago the company de- 
hand-lotion bottle as 
part of a whole new family of toilet- 


preparation packages. 


signed a new 


After a veai 
or two, it was discovered that this 
hand lotion was not selling as fast as 
the company thought it should. In 
vestigation showed that the trouble 
was the bottle. Consumers had _ be- 
come so accustomed to buying leading 
brands of hand lotions in types of 
private-mold, slope-shouldered bottles 
curved and grooved for easy, non 
skid gripping that they apparently 
were unfavorably disposed toward a 
square-edged, rectangular-shaped 
bottle. The company changed the 
bottle, falling in line with the trend 
and sales improved immediately 
Another firm introduced a mouth 
wash in a square type of bottle. For 
a reason at first difficult to discover it 
was not selling; then research dis 
closed that consumers were so hide 
bound by the habit of using mouth 
bottles that no 
promotion, 


washes in round 


amount of apparently, 
could change their preference. The 
promptly switched to a 
specially-designed round shape. In 


company 


fact, makers of this type of product 
say that no mouth wash has ever been 
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look very much alike, 


» 


ONLY THE LABELS 
distinguish denatured 
aleohoi from salad oil, 
syrup from a moth spray. 
The only really distin- 
guishing features are 
the handles on the Ver- 
mont Maid bottle. A 
private-mold bottle of 
individualized shape is 
a valuable trademark. 


successful in anything but a round 
bottle. 

It is essential, then, that the first 
consideration be the selection of a 
bottle form suitable for the product, 
even though individualized by a pri 
vate mold. 


Where the product is used 


Every successful glass package must 
be designed for maximum convenience 
in use. 

Designers must therefore consider 
whether it is to be for a product like 
vinegar that is kept on the kitchen 


shelf; for honey or preserves that may 
go right to the table in the bottle; for 
a liquid shampoo that stays in the 


bathroom, or for cologne that a woman 
keeps on the dressing table. The 
height of the bottles is important. 
The place where a bottle is to be 
stored many times dictates a choice 
between brands. Bottles too tall for 
the bathroom shelf can lose many re- 
peat sales. Consumers do not like 
bottles that are so tall and slim they 
tip over easily; nor do they like nar- 
row mouths for a product like olives, 
or wide mouths when the application 
must be a few drops at a time, as with 
flavoring extracts. 


How the bottle is used 


The designer must plan the bottle 
to suit the characteristics of the prod- 
uct. Is it easy to pour, like wine or 


MAZOLA 


Glial 


malt 


’ 


PHOTOS COURTESY 


i mouth wash, or is it viscous, like a 
hand lotion or ketchup? When used, 
is it poured out in large quantities, or 
shaken out a few drops at a time? 
Does the product need a spray ap 
plicator, like a hair lotion; or a dauber, 
like nail polish? Does it need a pour- 
ing device such as is used on an in- 
bottle? What 
about the circumference of the pack- 
age—is it easy to hold in the hand? 


stitutional-sized ink 


Every consumer has been displeased 
at one time or another with a bottle 
so big around the middle that he 
couldn't hold it easily. 

It is apparent that in the last 
few vears designers have been giving 


much more attention to bottle designs 
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with certain side depressions or un- 
dulations that provide a convenient 
and pleasing grip. 


Dealer considerations 


After consumer requirements, the 
bottle designer must consider the re- 
tailer’s needs for a successful glass 
Naturally the retailer likes 
what consumers like, but in addition 
to having packages that will attract 
the store shelf and in 
display, he must have bottles that are 


package. 


attention on 


convenient to handle, that save space 
on the shelf, that resist breakage and 
that are well-balanced against tipping. 


Production requirements 


Large-volume users of private-mold 


glass must consider carefully the 


bottle form in relation to its handling 
on conveyors, 


filling, and 


labeling machinery. 


capping 
For this, the user 
and the designer must rely greatly 
on the experience of the glassmaker 
and the packaging-plant engineer to 
find out what will and what will not 
move easily in production. In gen- 
eral, the bottle must be planned with 
sufficient points of contact on the sur- 
face and at the right places so that 
when the bottles ride on a conveyor 
they will push each other along with- 
out interlocking, tipping or breaking. 
Labeling areas must be placed so that 
thev are within the limitations of the 
labeling machinerv to be used. 

The shape of the private mold must 


be planned so that the glass will 


RECOGNIZED ANYWHERE are 


knows by their shapes. 


crown needs no words to tell what it is. 
is an old-time favorite. 


these famous 
Log Cabin vase-shaped bottle in a year has be- 
come as well known as the handled Vermont Maid package. 


flow easily and release readily from 


automatic molds. Occasionally de- 
signers have been disappointed in the 
appearance of bottles they designed 
with square shoulders when the edges 
and corners did not turn out in the 
finished product as they were visual 
ized in the design. There is a point 
beyond which squareness cannot be 
and it is 


better to avoid disappointment by con- 


achieved in glassmaking 


glassmaker in advance 


about such limitations. 


sulting the 
Modern glass 
manufacturers can do wonders with 
automatic equipment and in some 
cases could supply glass with even 
greater refinements than they do, but 
the extra time and cost involved to 
remove the glass from the molds or 
the sacrifice in strength due to thinne: 


squared surfaces may be impractical 
Use of models 


After consumer, dealer and produc- 
tion determined, 


the prospective user of new private 


requirements are 


molds is ready to proceed with a de- 
sign. Sometimes this is done merely 
by making first, a pencil sketch; 
wood or plaster-of-Paris 
what is desired and then 
turning it over to the glassmaker for 
production. Or the user may take his 
problem directly to the glassmakers, 
who all have technical design services 
available. 


then, a 
model of 


Today, however, more and more 
users of private-mold glass are calling 
on a plastic model maker either to 


bottles that everybody 


Matchabelli’s 
Gilbey’s frosted square gin bottle 


And no one can think of Coca Cola without pictur- 


ing the distinctive bottle and familiar logotype pressed in the glass. 
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CROOKED-NECK bottle for 
Duff Gordon sherry is a modern. 
semi-automatically-made 

duction of 18th century 
made glass. 


repro- 
hand- 

It arouses shoppers’ 
They like to pick it 
up, a factor said to have in- 
creased sales of this wine 300%. 


curiosity. 


a 


A 


4 
4 


SLOPING SHOULDERS and un- 
dulations give Cashmere Bouquet 
bottle the individuality and con- 
venience of grip demanded by 
users of a hand-lotion bottle. 


suggest his ideas for the design of 
a private mold or to have him inter- 
pret in acrylic plastic the artist’s or 
designer's ideas. Such a model maker 
is able to make an exact scale model 
of the bottle as it look 
finished. The transparency of the 
acrylic plastic provides a medium 


will when 


that shows the bottle design accu- 





FINISHED BOTFLES PLASTIC MODELS 


PLASTIC MODELS more than justify their cost when planning private 
molds. They help to get executive approval, aid advertising and 
publicity departments with advance promotion and provide purchasing 
departments with exact design when working with glass manufacturers. 
Actual packages of Avon’s Flowertime line are at left; models, at right. 


rately like that of the finished article. 

These models are relatively inex- 
pensive and in most cases where they 
have been used are reported to have 
been worth many times their cost in 
time saving and efficiency in prede- 
termining the effectiveness of the 
finished package. 

With transparent models the pack- 
age-design department can get execu- 
tive approval more quickly because 
the designer has something to show 
without dependence on mental visuali- 
zation. The plastic model may also 


CONVENIENCE is the 


this sloping fiuted vanilla extract 
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selling point 


be taken to the glass manufacturer 
with the assurance that everybody 
knows what is required—an advantage 
also to the purchasing agent who 
must shop around for the best source 
of glass for a particular job. The 
models are a great aid to promotion 
and advertising departments. With 
them, they are able to take publicity 
photographs long before the finished 
products are ready, thus often saving 
weeks or months of time before the 
new packages are ready for distribu- 
tion. When speed of getting on the 


for SPRINKLER TOP adds con- 
bottle. 


venience to new sauce bottle. 


GLASS STOPPER 
bottle 


market, with all promotional plans 
laid out in advance, is essential, the 
transparent mold is an invaluable aid. 

Many snags in production can also 
be avoided by the use of transparent 
plastic models. Model makers know 
how to allow for accurate capacities 
in relation to the dimensions of a 
proposed bottle. They know, for in- 
stance, that some glassmakers pro- 
duce bottles with heavier walls than 
others, due to the quantity of glass 
that goes into the mold, and can allow 
for this variation when the model is 
made. Many times the model can 
be used also in altering slightly the 
original contour of a bottle to meet 
certain preferences of the client or 
requirements of production. Usually 
such changes are slight, mostly con- 


cerning sizes. 
Cold molds 


Once the design or model is ready 
for production, it can be turned over 
Usually, 
if it is to be a high-volume run, a 


to the glass manufacturer. 


mold is made and a test quantity 
of the bottles produced. These can 
be used to see how the bottles handle 
in the packager’s plant for filling, 
labeling and capping. Since these 
test bottles are made quickly—usually 
by special crews over week-ends or 
at night when the glassmaker’s ma- 
chinery is not being used for regular 
runs and since the mold is put on the 


New shapes 


attached to each 
makes clever re-use decanter. 
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machine and run at less than regular 
production temperatures—these are 
called “cold molds.” Oftentimes, 
changes can still be made in the mold 
at this stage to obviate any possible 
manufacturing or handling difficulties. 


Closures 


A good designer will regard the de- 
sign of the closure for a glass con- 
tainer as an integral part of the com- 
pleted package. An otherwise good 
package can be spoiled if the closure 
design is not planned right along 
with that of the bottle. A closure 
must be coordinated with the bottle 
shape, with the color of the glass 
and with the color of contents. It 
must provide convenience in use and 
be of a type to give adequate pro- 
tection. 

Timely example 

A current example of a private mold 
with striking individuality and impel- 
ling interest is the realistic reproduc- 
tion of an antique wine bottle adopted 
just before the holidays by Munson 
G. Shaw Co., Inc., for Duff Gordon 
Cream Sherry. It shows what can 
be accomplished when a user, a de- 
glassmaker take the 
interest and time for details neces- 


signer and a 


sary to develop a really outstanding 
claims the 
Duff Gordon bottle has increased sales 


package. The company 


of this top-quality sherry more than 


in new fields 


300% since its introduction. The in- 
spiration came from an old wine bottle 
in a collection of 18th century wine 
bottles owned by Burns & Co., New 
York liquor dealers. In searching for 
a private-mold bottle, the Munson G. 
Shaw Co. wanted something individual 
that would emphasize the age of the 
product and enhance the prestige of 
a very old brand name. A modern 
interpretation of the antique bottle 
would do this, they believed. They 
took the problem to an experienced 
private-mold designer, who worked 
out the details and specifications for 
reproducing the bottle. Production 
in quantity was possible in this case 
only because the company was able 
to find a glassmaker who would bother 
with less than a carload and would 
take the time and pains to produce 
the bottle. 

The Duff Gordon bottle, as can be 
seen from the illustration, has the 
slightly tilted neck characteristic of 
an old hand-made bottle. Its sides 
have a rippled appearance which was 
achieved by hammering on the mold. 
Another authentic detail was the mak- 
ing of a glass seal in the mold to look 
like the old seals which were made of 
glass separately from the bottle and 
secured afterward. Much develop- 
ment work was required, too, in 
achieving the desired brown-green 
color of the glass. 

These bottles are completed on 
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semi-automatic machinery after an ex- 
perienced glass blower has dipped the 
rod by hand into the molten glass 
and placed it into the mold. This 
semi-automatic production imposed 
problems of accuracy of contents to 
comply with legal requirements. The 
skill of the experienced glass blower 
in judging the quantity of glass to 
go into the mold was such, however, 
that the bottles are being made with 
less than a half-ounce variation. This 
variation is visible only in the varying 
heights of the wine in the necks of 
the bottles, yet each, of course, con- 
tains an accurately measured four- 
fifths quart. 

Further simulation of antique pack- 
aging was provided by the use of 
a label, the background of which was 
reproduced from a photograph taken 
of a yellowed page in an 18th century 


book. 


further antiqued effect. A red lac- 


Each label is die cut to give a 


quered, embossed aluminum foil cap 
gives the appearance of old-time seal- 
ing wax. 

The hand-made character of this 
package (Continued on page 168) 


CLASSIC APPEAL of Grecian urn bottle 


gives individuality to California wine. 


ELEGANCE of form is the req- 


uisite of modern perfume bottles. 


GOLD-DECORATED cologne bottle 
invites the hand as well as the eye. 
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CRY. the BELOVED COUNTRY CRY the BELOVED COUNTRY 


CRY the BELOVED COUNTRY CRY the BELOVED COUNTER 


ELOVED COUNTRY 
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INCREASED SALES were reported for these three cartons tested by 
Seribner’s—Carton A, 70% over unpackaged books; Carton B, 100%; 


Carton C, 300%. 


Carton designs and colors harmonize with dust jackets. 


ACCESSIBILITY of the book features Scribner’s display carton. In 
pre-test, this produced a 300% sales increase over unpackaged books. 


Pre-packaged books SCRIBNER’S AND DOUBLEDAY SHOW 


THE WAY: 


Packaging wise, things are happen- 


ing in the book-publishing indus- 
try. Today publishers, wholesalers 
and dealers are taking a critical look at 
their stocks and wondering if the in- 
dustry may not be standing on the 
threshold of a new era in which ex- 
isting ideas of book design, produc- 
tion and merchandising will be radi- 
cally altered because of a sudden new 
interest in the pre-packaging of in- 
dividual copies. 

Of course, the idea of packaging 
individual books is not wholly new. 
Publishers have put their de luxe and 
special editions in set-up paper boxes 
for years and, more recently, they have 
experimented with cellophane and 
plastic film dust jackets. But, since 
the advent of the printed paper dust 
jacket, the present-day concept of 
packaging has, until very recently, not 
been really recognized and_ utilized 
by the book-publishing industry for 
regular editions of popular books. 

The trail blazers are Scribner’s and 
Doubleday, two of the biggest book 
publishers in the business. 


Scribner's display carton 
The first book to appear in a mod- 


ern-styled folding display carton is 
Alan Paton’s best-selling novel, “Cry 
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the Beloved Country,” published and 
pre-packaged by Charles Scribner's 
Sons, New York. An inkling of Scrib- 
ner’s big packaging experiment first 
reached the trade through a story in 
the Oct. 22, 1949, issue of Publisher's 
Weekly, where it was reported that a 
new display carton being tested by 
the company resulted in a 300 in- 
crease in sales in one week. Now 
some additional details of that test 
and others have been made available. 

Scribner’s decided to explore the 
effectiveness of pre-packaging after 
analyzing the findings of a survey 
on the subject made independently by 
a New York package designer. In a 
conference during which—from the 
publisher's point of view—costs, pro- 
duction problems and sales advantages 
were threshed out, it was decided that 
the first step was to do a series of mar- 
ket tests on one pre-packaged title. 
“Cry, the Beloved Country” was se- 
lected because it had been out for 
some time in a regular edition and 
sales had settled to an almost steady 
number of copies per week; therefore, 
any increases could be attributed to 
the package specifically. 

In consultation with the package 
designer who initiated the whole idea, 
the display-carton package was se 


WILL BOOK PUBLISHERS AT LAST CLIMB ON THE PACKAGING BANDWAGON? 


lected because it combined eye ap- 
peal with ease of examination, which 
Three 
display cartons were designed, each 
planned so that the title and author 


were indicated clearly on all sides, as 


Scribner's felt was necessary. 


well as on the die-cut top panel which 
folds back forming the riser piece for 
display. “Sell” copy, including re 
viewers’ comments, was carefully po- 
sitioned on the carton so that the 
shopper need not remove the book 
from the carton to find out something 
about the novel's plot. 

The decor on each of the cartons 
carried out the design motif estab- 
lished by the book’s dust jacket. On 
two cartons the predominating colors 
were green and black, with some let- 
tering in a bright red or scarlet; on the 
third, black, red and yellow colors 
were used. 

These three designs were tested in 
three different New York bookstores 
over a four-week period during Oc- 
1949, to find out primarily 
which design had the most appeal as 
In the first 
week, displays were made of copies 
only in conventional dust jackets. In 
the second week, the book was dis- 
played in one of the three cartons in 


the same location as the first week's 


tober, 


shown by sales records. 
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display, with the same number of 
copies stacked around it. In the next 
two weeks the other two cartons were 
similarly tested. 

When the black, red and yellow 
carton (C) was used, a whopping 
300% sales rise occurred, while sub- 
stantial sales increases were recorded 
(70% and 100%, respectively) when 
cartons A and B were tested. 

Lithographed cartons with the de- 
sign of carton C, using 18-pt. patent- 
coated boxboard, were then ordered 
and early in November, 1949, ship 
ments of the pre-packaged books were 
made to 50 dealers throughout the 
country to get a nation-w ide reaction. 
Scribner's followed up the shipments 
with questionnaires asking dealers for 
their opinions and the sales results of 
the copies. 

Although tabulated results of the 
returned questionnaires are not avail- 
ble, a spokesman for Scribner's re- 
ports that the pre-packaged copies 
were most favorably received and sold 
best in metropolitan-area bookstores 
and in department-store book depart- 
ments—wherever the outlet had heavy 
traffic. 
judging from the questionnaires, were 
“neutral,” or unimpressed. He added 
that it was apparent from the returned 
questionnaires that where the pre- 
packaged copies had been aggressively 
merchandised by display, or featured 
as a_ gift package for Christmas, 
dealers were impressed by the sales 
results. 


Dealers with small shops, 


From an over-all standpoint, mem- 
bers of the advertising and sales staff 
at Scribner’s feel that the tests show 
distinct possibilities for profitable de- 
velopment of pre-packaging — tech- 
A consensus is that next time, 
however, the package and the book 
should be planned and designed to 
go together as a whole “package.” 
By this type of planning it is believed 
that costs will be reduced. 


niques. 


Carton 
costs, it is understood, were about 
double the cost of an average dust 
jacket, including the expense of the 
original art work and the necessary 
printing overrun. 


Doubleday’s overwrap 


Ease in handling different-sized 
books, retention of the eye appeal of 
the jacket, fresh appearance of dis- 
play stocks and elimination of addi- 
tional wrapping by the retailer were 
reasons for the decision by Double- 
day & Co., Inc., to use cellophane as 


a book pre-package. The company 


first tested unprinted cellophane as an 
overwrap in 1949 when, for Easter 
promotion, “The Greatest Story Ever 
Told,” by Fulton Oursler, was gift 
wrapped in orchid-tinted cellophane 
The favorable comments received by 
the company from dealers on this 


- packaged book convinced Doubleday 


that further experiments would be in 
order. Incidentally, this special gift 
wrap is being repeated again this 
year. 

From its 1949 fall lists of best 
sellers and “juveniles,” Doubleday has 
picked 35 titles to overwrap, using 
cellophane (300 MST) printed for 
better company identification. The 
Doubleday colophon—the initial “D” 
with a dolphin and anchor intertwined 

serves as the main element of the 
over-all printed design. The colo- 
phon is spotted in every other square 
in the pattern, being set off by inter- 
secting double-diagonal lines. Red 
and blue were chosen as the colors, 
since these shades stand out well 
against either light or dark back- 
ground colors. 


The books are wrapped at Double- 
day’s publishing plant in Garden City, 
Long Island, N. Y., using a semi- 
automatic wrapping machine. 

To date over 100,000 overwrapped 
copies have been shipped. Shipping 
packs are made up so that on any of 
these titles a ratio of three to one 
is maintained—one overwrapped copy 
to three not packaged. In addition 
to the 35 titles, Doubleday cellophane 
wrapped “White Collar Zoo” and its 
sequel, “Home Sweet Zoo,” together 
as a Christmas gift package, using un- 
printed cellophane. The latter was 
extremely successful, according to the 
company. 

Reactions from dealers who re- 
ceived the shipments have varied, 
T. R. Burns, director of sales, reports. 
A number of re-orders have been re- 
ceived from dealers who specifically 
requested that they be filled with all 
pre-packaged stock. Other dealers 
have written that they were impressed 
by the appearance and found that the 
overwrap reduced the wear and tear 


of their stocks considerably during 


“FRESH” look of Doubleday’s cellophane-wrapped books adds to the 


gift appeal. 


Without obscuring jacket design, the printed wrap featur- 
ing the company’s colophon, gives more identification. 


Overwrapping 


is done by a machine that can handle a range of book sizes and shapes. 








TOY TRAIN PACKAGE, being introduced this spring by Capitol, holds 


10 tiny children’s books. 


up into six “car” sections. 


the holiday season. In general, Mr. 
Burns reports, the favorable letters 
outnumbered the unfavorable ones by 
two to one. One “complaint” he 
singled out was from a dealer who 
wrote that the overwrap made it hard 
to mark the price without marring the 
appearance. No doubt Doubleday 
sent him a “grease” pencil, familiar 
to all merchants accustomed to mark- 
ing cellophane packages. 

Doubleday officials say the over- 
wrapped children’s books have been 
especially successful from a merchan- 


Compact when folded together and the cover 
flap locked, the printed, die-cut, glued paperboard container 


opens 


Book covers show through die-cut windows. 


dising standpoint, because in buying 
these books the shopper apparently is 
not looking for a specific title or au- 
thor so much as “something suitable 
for a child x years old,” and the dis 
play appeal of the wrapped copies, 
usually arranged in the various age 
groups, sparks consumer interest. 
From a production standpoint, over- 
wrapping the “juveniles” has a definite 
protective feature: most of them have 
lithographed covers which are pro- 
duced as part of the complete print- 
ing and binding operation, hence there 


is no jacket overrun available for re- 
placement. 

Considering the overwrap in rela- 
tion to an increasingly competitive 
market, Doubleday executives say that 
“it is a worthwhile supplement to an 
already attractive ‘package.’” Its 
greatest merit, according to Double- 
day trade salesmen who contact large 
bookstores and jobbers, is the good 
will it has established with these 
buyers for the company. When the 
salesmen were polled on the subject 
during a conference last month they 
were “overwhelmingly enthusiastic” 
about the overwrap on this latter 
point, Mr. Burns reports. As one re- 
sult of this expressed enthusiasm, pro- 
duction arrangements have been made 
so that shipments to selected stores 
in larger cities throughout the country 
will now automatically receive their 
orders for certain titles all cellophane 
overwrapped. 


Survey results 


In the exploratory survey by the 
package designer which preceded 
Scribner’s carton package, book deal- 
ers and wholesale jobbers were ques- 
tioned recently on whether and how 
pre-packaging books could help them. 
A summary of the results points up 
the advantages of book pre-packaging. 
The main (Continued on page 170) 


Cushioned mailing bag for books 


A single-book mailing bag used by 
Harper & Bros., American Book 
Co., Book Publishers Shipping Serv- 
ice and many university presses, as 
well as bookstores, is attracting atten- 
tion in the trade—not from a selling 
standpoint, but because of its con- 
venience and saving in packing costs. 

Available in several sizes, these 
bags—which may be ordered with 
special imprints—are made of lami- 
nated, moisture-resistant kraft with 
shredded paper between the outer 
and inner bag walls as a protective 
cushioning material. The entire book, 
including its corners, is thus protected 
against rough handling in shipment. 
The bag also protects against possible 
moisture damage. 

Bag users report that with the bag, 
hand packing is five times faster than 
when mailer cartons are used. The 
book is simply slipped inside the bag, 
closure is effected either by sealing or 
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stapling and the address sticker is 
attached. For most sizes, the bag 
cost and postage charge are reported 


equivalent to or slightly less than that 


for the conventional mailer cartons. 


Crepit: Mailing bag, Jiffy Mfg. Co., 
Hillside, N. J 
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Plastic ice-cream cups 


HEART-SHAPED MOLDS IN AN UNUSUAL WINDOW CARTON 


SPARK A SPECIAL VALENTINE PROMOTION FOR QUALITY CHEKD MEMBERS 


Mew? heart-shaped plastic cups 


for individual servings are the 
latest packaging innovation employed 
to merchandise an ice-cream specialty 
item. Used in conjunction with a 
rather unusual style of folding win- 
dow carton, the cups were introduced 
as a special February promotion by 
members of the Quality Chekd Ice 
Cream Assn., Chicago, for a new deli- 
cacy made of cherry ice cream and 
Keyed directly to the Valen 
tine Day theme, the polystyrene cups 
are said to represent the first known 
use of a plastic container for an ice 
cream specialty item of such small size 
and low price 


nuts. 


The one-piece folding :arton holds 
four of the transparent cups on a die- 
cut inner platform. Collapsing corners 
make it possible for the carton to be 
shipped flat to the ice-cream producer 
and set up rapidly by hand. The four 
heart-shaped openings die-cut in the 
top of the carton are covered on the 
inner side by a continuous sheet of 
120-gauge cellulose acetate which is 
glued to the paperboard completely 
around the outer edge and in two 
intersecting strips across the center, 
insuring wrinkle-free “windows” and 
at the same time substantially increas- 
ing the strength of the carton. 


Carton design 


The stock-design carton, used by 
more than 50 Quality Chekd members 
whose sales territories extend through 
20 states from the East Coast to the 
Rockies, is printed in red and light 
yellow on white folding boxboard. It 
features a lace-like floral design around 
the border of the top panel, with a 
heart in each corner. The center of 
the panel bears the Quality Chekd 
symbol and the imprint of the associa- 
tion member, personalizing the pack- 
age for individual company identifi- 
cation. Side panels, with printing in 
reverse white, identify the Quality 
Chekd Ice Cream Assn. and carry in- 
stitutional copy guaranteeing the 
quality of products made by its mem- 
ber companies. 
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FOUR HEARTS of 


clear 


carton with wrinkle-free cellophane windows. 


polystyrene 
cream, decorated with nuts and 


filled with ice 
sold in a colorfully printed folding 
Heart cut-outs 


plastic are 


from 


the carton are printed and used as lapel badges for retail store promotion. 


An interesting feature of the pack- 
age, designed by the association in 
conjunction with the art department 
of the box supplier, is the use of the 
die-cut hearts from the box as lapel 
badges to call attention to the special 
February promotion. These tokens, 
which carry the association’s symbol 
and an invitation to try the new prod- 
uct are printed at the same time 
the carton goes through the press and 
make constructive use of board stock 
which would otherwise be wasted in 
making the cartons. 


Promotional material 


Promotion of the Quality Chekd 
special package was spearheaded by 
full-color store posters designed either 


as wall posters or overhead wire ban- 
ners. Other promotional material con- 
sisted of a large easel window display, 
also in full color, which reinforced 
newspaper ads and spot radio an- 
nouncements featuring the new spe- 
cialty product. 

Although the transparent cups were 
not merchandised as a premium item, 
the association pointed out that they 
provided considerable sales impetus 
because of their re-use value to the 
consumer as gelatin molds and candy 
and nut dishes. 

Crepits: Transparent heart cups, Michi- 
gan Molded Plastics, Inc., Dexter, Mich., 
using Monsanto “Lustrex” polystyrene. 


Folding window cartons, Sutherland 
Paper Co., Kalamazoo, Mich. 
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Retailer preference 


ANOTHER HOSIERY FIRM RELUCTANTLY RETURNS TO THE STANDARD 


HOSIERY BOX DESPITE CONSUMER AND MANUFACTURER ACCEPTANCE 


OF NEWER PRESEALED INDIVIDUAL UNITS 


case in which retailer opposition 
has forced rejection of a package 
favored by both manufacturer and 
consumer is found in the decision of 
Mills to return to 
standard-sized set-up boxes for its Pic- 


Sanson Hosiery 


turesque hosiery, replacing small-sized 
boxes with individual half-sized cello- 
phane envelopes adopted a year ago. 

The new package, although greatly 
improved in color and luxury appeal 
both outside and employs 
Standard tissue folds and inserts rather 
than previous tape-sealed individual 
half-sized cellophane envelopes which 
fitted the smaller box. 

Sanson, with 3,000 retail outlets, 
is only one of 
yolume quality-hosiery manufacturers 


inside, 


a number of large- 


who, according to the trade, have 
abandoned the newer smaller-sized 
packages or, after much consideration, 
have decided to continue selling in 
the standard-sized box. Julius Kayser, 
for instance, has redesigned its box 
twice in recent years, but has consist 
ently resisted trying newer forms of 
hosiery packaging. Cannon, Shannon 
and Sapphire are among those who 
have recently switched back. 

The Sanson people make it clear 
that they are making the change with 
reluctance and only because it has 
been forced upon them by retailer re 
luctance to change established prac 
tices. Other manufacturers who tried 
newer-style packages concur in this. 

The new Sanson box contains three 
pairs of stockings and has a gunmetal 
gray cover with a pink banner on 
which the logotype is embossed in the 
same gray. The lining and bottom of 
Each 


pair of stockings is folded around an 


the box are matching pink. 


insert which has a white background 
with the same art work as the w raps. 

The stockings are individually en- 
closed in tissues of lighter gunmetal 
gray with the Picturesque logotype 
repeated in pink from top to bottom 
at the right-hand side, whereas the 
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usual approach is an all-over design 
or a logotype running from left to 
right on the bottom of the 
A new approach, too, is the folding 


tissue. 


of the tissues at the right, so that 
they open from the left—a convenience 
for the sales girl in opening the 
tissues to show the stockings. The 
band which holds the three pairs of 
stockings is pink glazed paper, marked 
with the descriptive legend, “picture 
frame heel.” 

Interest in the individually wrapped 
pair of stockings was high just before 
the war. At that time several riew 
packaging forms were developed for 


hosiery: the conventional-type insert 
pack Ith open-end cellophane enve- 
lopes, placed in the traditional set-up 
box; the half-sized taped cellophane 
envelope, packed in a smaller box, 
and the automatically _cellophane- 
wrapped paperboard tray pack used 
by Cannon and: Shannon Mills. In 
1947 Altman’s created a sensation in 
hosiery packaging with a transparent 
acetate tube package for its private 
brand Balta stockings. 

These new types of hosiery pack- 
ages have 


many advantages, from 


many points of view. The individual 


package units reduce to a minimum 


NEW PACKAGE for Sanson is greatly improved in color treatment and 


luxury appeal. 
gray. 


Box is gray with pink banner and embossed logotype in 
Lining and bottom of box are pink. 


The same cvloring is used 


for insert, band and tissues which open conveniently from left to right. 





MOST RETAILERS OPPOSE THESE PACKAGES—ALTMAN’S AND MACY’S DO WELL WITH THEM 


Successful pre-packs—the acetate tube package used exclusively by B. Altman & Co. for nearly three years; the ace- 
tate envelopes easily sealed with pressure-sensitive price tickets which R. H. Macy & Co. has been using for years. 


, 
losses to stores due to snagging; théy 


simplify inventory, save handling and 
cut down selling time. Greater uni- 
formity of nylon manufacture, it is 
believed, eliminates the necessity for 
customer examination for irregularities 
in previous silk stockings. In stores 
where the individual packs have been 
properly merchandised from adequate 
samples on the counter, they have 
received good consumer acceptance. 
In fact, even if a sales girl opens a 
presealed pack to show a pair of 
stockings, the customer usually asks 
for a fresh, untouched, presealed one, 
it is said. Ironically, this has been 
one of the retailer objections; packs 
opened for showing are hard to sell. 

In spite of the advantages, however, 
stores have lapsed back into the old 
way of selling stockings, possibly due 
to the lack of efficient sales people 
and the difficulty of training em- 
ployees. Hosiery makers are com- 
plaining that presealed packages are 
not being properly merchandised and 
feel retailers need a little needling. 

In places where they have been 
properly promoted, the pre-packaged 
individual units have been successful. 
Altman’s is successfully continuing its 
presealed acetate tube package. 
Macy’s has three private brands in 
half-sized envelopes and has been 
selling stockings in cellophane en- 
velopes since the ‘30s. Macy buyers 
say it is a matter of education and 
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Macy customers now expect the pre- 
sealed package. This store is firmly 
convinced of the many advantages of 
presealed packages which, it says, 
are so easy to ticket with gummed 
labels instead of the laborious process 
of pinning tickets to boxed, tissue- 
wrapped stockings, the quicker sale 
that can be made and the tremendous 
reduction in damage. This store is not 
opposed to selling other brands than 
its own in presealed packages either. 
Macy still packages some of its private 
brands in standard boxes with tissue 
folds for some of its out-of-New York 
stores where salespeople and custom- 
ers have not been educated to the 
presealed package. 

Several other large department and 
chain stores are selling hosiery in 
either open-end cellophane envelopes 
Newer 


packages, say 


or half-sized taped styles. 
smaller-sized hosiery 
several hosiery manufacturers, are suc- 
cessful when a store takes an interest 
in promoting its private brand or cer- 
tain exclusive lines. One store buyer 
admitted he liked presealed packages 
for his own brand, but didn’t want 
the competition of other similar pack- 
ages on his counter. 

In the majority of cases, however, 
stores are resistant to changing stock 
arrangements and shelving, and ap- 
pear apathetic to change for nationally 
advertised brands, giving the reason 
that customers still prefer to examine 


the stockings they buy and therefore 
do not like presealed packages, par- 
ticularly for quality lines. The ho- 
siery trade questions this, however, 
and the great success of some pre- 
sealed brands seems to disprove it. 

To give the stores the benefit of 
the doubt, said a spokesman for one 
hosiery firm, it could be that some 
manufacturers have not been too care 
ful about classifying stocking lengths 
in the presealed packages and, of 
course, getting too-long or too-short 
stockings na presealed package would 
irritate customers. This firm says it 
has been meticulous about identifying 
each package for size, length, color, 
gauge, denier, etc., and making sure 
by careful inspection on the packag- 
ing lines that the right stockings go 
into the right packages. 

There also seems to be no set pat- 
tern in hosiery package units, some 
firms preferring to include two pairs 
of stockings to the box, while others 
are packaging three and four pairs to 
the box to promote larger unit sales. 


Crepits: Sanson package—Design, Carlus 
Dyer, New York. Embossed wrap, Don 
rico, Inc., New York. Tissues and inserts, 
E. W. Twitchell, Inc., Philadelphia 
Boxes, Allentown Box Co., Allentown, Pa. 
Altman package—Design, Philip E. Wil 
cox, New York. Containers, Kellogg Con 
tainer Div., U. S. Envelope Co., 
field, Mass. Acetate 
Lumarith. 


Spring 


Celanese Corp.'s 


83 





Modern kosher STRIKING LABEL IMPROVEMENT PUTS ROKEACH 


PRODUCTS IN THE MASS MARKET, WITH NO LOSS OF ORTHODOX FAME AND FORTUNE 


BEFORE 


OLD LABELS were so undistinguished that company found it hard to 
win shelf space in modern food stores. Their appeal was strictly to the 
limited market of kosher food users. Family relationship was weak. 


NEW LABELS introduce a striking trademark—the massive flowing “ir”— 
and play up the name Rokeach even stronger. Thus there is recog- 
nition for old customers, plus modern appeal for new non-kosher users. 


Moiermity: monogram and “move- 
ment” are the essence of an in- 
triguing package redesign which has 
the unusual assignment of broaden- 
ing a hitherto strictly kosher line of 
products to the general market—with- 
out loss of the kosher identity. The 
new labels are expected to give a 
wider market appeal to the family of 
60-odd food and cleanser products, 
already world famous as quality 
kosher products, processed and dis- 
tributed by I. Rokeach & Sons, Inc., 
Brooklyn, N. Y., and Farmingdale, 
N. J. 

A distinctive new monogram as the 
basic design motif not only integrates 
all the Rokeach foods into a package 
“family,” but the ingenious design of 
the round, flowing, slanting monogram 
puts across visually the package de- 
signers’ concept of “movement” that 
is an important factor today in achiev- 
ing shelf display appeal. The con 
trast of the new labels with the old 
is one of the most striking that the 
packaging field has seen in many a 
day. 


Company background 


To understand more fully the many 
considerations that dictated the use 
of each design element and each 
deviation from the basic design in 
adapting it to particular products, a 
brief history of I. Rokeach & Sons 
will be helpful. 

The initials of the new monogram 
are those of the company’s founder, 
Israel Rokeach, who came to this 
country in 1890 from Russia, where 
he had been a successful soap and 
perfume manufacturer since 1870. 
Soon after he arrived he started his 
own small soap-making company in 
Manhattan’s Lower East Side, where 
he made a special household bar soap 
from pure coconut oil that, as far as 
anyone knows, was the first commer- 
cial kosher soap available to Jewish 
housewives in the world. The now- 
famous Rokeach soap—its red, blue 
and white wrapper so valuable a 
trademark that it was exempted com- 
pletely from the redesign program— 
was followed by other cleaning prepa- 
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rations and, gradually, kosher food 
products until today the Rokeach line 
includes vegetable shortening, salad 
and cooking oils, tomato products, 
soups, honey, prune juice, fruit pre- 
serves, pickles and condiments, spices 
and specialty fish items. Just this 
spring a new group of matzo products 


ACTUAL SAMPLE of a Rokeach 
ean label is representative of 
the entire line, although color 
combinations vary widely among 
products. Note the newly 
created kosher emblem, which 
appears on all labels, and the 
suggestion of movement in the 
ir” trademark—both extremely 
effective when mass displayed. 
TIP-IN COURTESY I. ROKEACH & SONS. <> 


Before a single sketch of a new 
package design appeared on the draw- 
ing boards, the designers made a 
thorough analysis of the line, its pres- 
ent distribution and the packaging 
facilities at the two plants. In the 
hodge-podge of labels accumulated in 
80 years—even though they had been 
“improved” from time to time—there 
simply was not one design feature 
that could be made the starting point 
for a family design. However, this 
fact was, in a way, an advantage, 
since there was no question of com- 
promising the effectiveness of a new 
design in order to retain any “ 
cows.” 


“sacred 


Analysis of situation 


The analysis of the present market 


changes in packaging materials would 
be necessary. Labeling equipment 
could be modified to permit the use 
of wrap-around labels, which they 
wished to introduce as a means of 
separating display elements in the de- 
sign from the necessary informative 
copy. The filling equipment that 
filled the old square cans for salad 
oil could be used if the can shape was 
changed to a rectangular one which 
would have greater display appeal; 
the capping equipment would not 
interfere with a change in the style 
of closure in a few instances. 

The hardest part of the moderniza- 
tion program, according to the de- 
signers, was to originate a design that: 

1. Would be suitable to and effec- 
tive for the variety of package forms 


acceptance of the Rokeach line showed 
that it rested on two points: (1) the 


A PURE VEGETARIAN PRODUCT 


used—glass, tins, fibre canisters and 
aperboard cartons. 


ROKEACH CONDENSED) VEGETARIAN SOUPS > 
BARLEY & MUSHROOM - VEGETABLE- TOMATO - LIMA BEAN 


ROKEACH 


N DENS ED 


. 11 02S. + MFD.IN U.S.A. BY 1, ROKEACH & SONS, INC. OF NEW JERSEY - FARMINGDALE, N.J. 


BReeae & & ;- 


Prepared from lima beans, tomatoes, | 
corrots, sweet potatoes, onions, celery, Add equal quantity of cold water or 
peppers, flour, salt, soup greens, vegetable milk to contents of this can. Bring 
oil, sugar, egg yolk, spices, water, artificially slowly to active boil, while stirring 
seasoned with vegetable protein derivative. constantly. Season to taste, and serve. 


© TRADEMARKS REG. U.S. PAT. OFF 





due to its old-fashioned labeling. 
Buyers and wholesalers have reported 
to the company that the packages 
were so outdated according to modern 
label-design standards that they could 
not display them effectively to bring 
about brand recognition. 

It is this mass market in which 
Rokeach now plans to concentrate its 
sales efforts. Fortunately, the com- 
pany officials were fully aware that 
as the first step toward effecting this 
shift in selling emphasis, a complete 
design-modernization program would 
be necessary. The project was placed 
in the hands of an independent de- 
sign firm which reported directly to 


TWO-FACED matzos carton offers choice of English or Yiddish display 
W. H. Gamson, president of the com- 


faces, depending on clientele of the store. Historic Passover scenes 
pany. which decorate side panels, can be used as cutouts for children. 
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|. nares monogram and “move- 
ment” are the essence of an in- 
triguing package redesign which has 
the unusual assignment of broaden- 
ing a hitherto strictly kosher line of 
products to the general market—with- 
out loss of the kosher identity. The 
new labels are expected to give a 
wider market appeal to the family of 
60-odd food and cleanser products, 
already world quality 
kosher products, processed and dis- 
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NEW LABELS introduce a striking trademark—the massive flowing “ir”— 
and play up the name Rokeach even stronger. Thus there is recog- 
nition for old customers, plus modern appeal for new non-kosher users. 
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The initials of the new monogram 
are those of the company’s founder, 
Israel Rokeach, 
country in 1890 from Russia, where 


who came to this 
he had been a successful soap and 
1870. 
Soon after he arrived he started his 
own small soap-making company in 
Manhattan’s Lower East Side, where 
he made a special household bar soap 
from pure coconut oil that, as far as 
anyone knows, was the first commer- 


perfume manufacturer since 


cial kosher soap available to Jewish 
The now- 
famous Rokeach soap—its red, blue 
and_ white valuable a 
trademark that it was exempted com- 
pletely from the redesign program— 
was followed by other cleaning prepa- 


housewives in the world. 


wrapper so 
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rations and, gradually, kosher food 
products until today the Rokeach line 
includes vegetable shortening, salad 
and cooking oils, tomato products, 
soups, honey, prune juice, fruit pre- 
serves, pickles and condiments, spices 
and specialty fish items. Just this 
spring a new group of matzo products 


ACTUAL SAMPLE of a Rokeach 
can label is representative of 
the entire line, although color 
combinations vary widely among 
products. Note the 
created kosher emblem, which 
appears on all labels, and the 
suggestion of movement in the 
“ir” trademark—both extremely 
effective when mass displayed. 
TIP-IN COURTESY I. ROKEACH & Sons. <> 


newly 


for Passover is being introduced in 
newly designed packages. 

Today the Rokeach name is recog- 
nized by the Jewish population both 
here and abroad as one of the leading 
kosher brand names in the world, en- 
joying such a reputation for high 
quality and careful preparation that 
in many places, it is said, the very 
name “Rokeach” is synonymous with 
“kosher.” The name is also familiar 
to non-Jews who, for various reasons, 
depend upon Rokeach’s purely vege- 
tarian foods to provide an important 
part of their diet. 

But, paradoxically, the name is un- 
familiar to thousands of other con- 
sumers who customarily shop at large 
chain food stores where self service is 
in effect. This obscurity exists not 
because these stores haven't carried 
the Rokeach line (many of them 
have), but because the line has never 
been aggressively promoted, largely 
due to its old-fashioned labeling. 
Buyers and wholesalers have reported 
to the company that the packages 
were so outdated according to modern 
label-design standards that they could 
not display them effectively to bring 
about brand recognition. 

It is this mass market in which 
Rokeach now plans to concentrate its 
sales efforts. Fortunately, the com- 
pany officials were fully aware that 
as the first step toward effecting this 
shift in selling emphasis, a complete 
design-modernization program would 
be necessary. The project was placed 
in the hands of an independent de- 
sign firm which reported directly to 
W. H. Gamson, president of the com- 
pany. 
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Before a single sketch of a new 
package design appeared on the draw- 
ing boards, the designers made a 
thorough analysis of the line, its pres- 
ent distribution and the packaging 
facilities at the two plants. In the 
hodge-podge of labels accumulated in 
80 years—even though they had been 
“improved” from time to time—there 
simply was not one design feature 
that could be made the starting point 
for a family design. However, this 
fact was, in a way, an advantage, 
since there was no question of com- 
promising the effectiveness of a new 
design in order to retain any “sacred 
cows.” 

Analysis of situation 

The analysis of the present market 
acceptance of the Rokeach line showed 
that it rested on two points: (1) the 
name’s kosher identification and (2) 
the quality reputation. From the de- 
sign standpoint these two facts were 
important. The first would permit 
the new labels to be designed with 
much more emphasis on wide con- 
sumer appeal, since the name itself 
was established in the kosher market 
as kosher identification. The quality 
factor would have a direct influence 
on the design structure—the choice 
of lettering styles and colors used. 
The quality idea would have to be 
put across to the great mass of cus- 
tomers unfamiliar with the brand’s 
reputation. 

The designers also found that few 
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changes in packaging materials would 
be necessary. Labeling equipment 
could be modified to permit the use 
of wrap-around labels, which they 
wished to introduce as a means of 
separating display elements in the de- 
sign from the necessary informative 
copy. The filling equipment that 
filled the old square cans for salad 
oil could be used if the can shape was 
changed to a rectangular one which 
would have greater display appeal; 
the capping equipment would not 
interfere with a change in the style 
of closure in a few instances. 

The hardest part of the moderniza- 
tion program, according to the de- 
signers, was to originate a design that: 

1. Would be suitable to and effec- 
tive for the variety of package forms 
used—glass, tins, fibre canisters and 
paperboard cartons. 

2. Would have equal appeal to 
and old consumers—including 
those abroad who would be alienated 
if the kosher identification were too 
obscure. The company does a con- 
siderable export business. 


new 


Three suggested designs 


Of the three designs presented to 
the company for their choice, two 
offered kosher identification on the 
display panel. One had the six- 
pointed Star of David close to the 
name; the second had an unusual 
cartouche device in which the flower- 
ing-tree design, adapted from a 
pattern commonly used on ancient 





TWO-FACED matzos carton offers choice of English or Yiddish display 


faces, depending on clientele of the store. 


can be used as 


which decorate side panels, 


Historic Passover scenes 
cutouts for children. 
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SUGGESTED DESIGNS 


THREE ALTERNATIVES for new label were originally suggested by 


designers. Company found difficulty 


Strength of identification. 


Maccabean coins, had a well-known 
historical and religious significance. 
Both designs also had a suggestion of 
the traditional Mosaic tablet shape. 
The third design carried no kosher 
identification on the display face, but 
introduced the monogram, and _ this 
the company chose as the basic pattern 
for its new family of labels. 

Within the framework provided by 
the family design, the monogram is 
the predominating element It pro 
vides a symbol that new customers 
@an become familiar with. To associ- 
ale it with the more 
@losely, most of the packages have the 
Monogram as a featured part of the 
logotype. 


hame even 


By this simple association, 
the old customer is assured that this 
package contains the same Rokeach 
product he has known for years. 
The decorative appeal of the mono 
gram is obvious from the pictures and 
the tipped-in label. It will be noted 
that the proportions of the monogram 
appear in harmony whether the label 
is a deep and narrow one, or a shallow 
and broad one; that the sweeping 
slant of its form toward the right is 
a “follow through” of the usual eye 
That is the key to the 
illusion that the packages have “move 


movement. 


ment” when they are seen side by side 
on the shelf. The package almost 
seems to say, “Come and get me be- 
fore I run away.” 


Color is the “plus” value of the 
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in choosing between these three 
bright. modern designs, finally decided 


on basic design at left for 


Kosher emblem was adapted from center can. 


Rokeach design that enhances the 
simplicity of the monogram and _ the 
classic structure of the lettering 
Typical of the rich and widely vary 
ing color combinations is the gold 
and-tomato-red soup label attached to 
these pages. The intensity of all the 
shades is the result of preliminary 
store tests which indicated that all 
colors needed to be “keyed up” to 
make them stand out regardless of the 
lighting conditions in the store—an 
other important and often-overlooked 
factor in shelf display appeal. 
Because approximately 50% of the 
Rokeach line is packaged in glass, 
many of the colors were picked to 
match or complement the colors of 
the contents which, by virtue of the 
relatively narrow wrap-around labels, 
visible. For ex 
ample, the dark red on the borscht 
label harmonizes with the redness of 


are made clearly 


the beets; the turquoise blue of the 
honey label brings out the golden 
shade of the natural honey. For other 
products packaged in cans, cartons, 
etc., the color was selected because 
it suggested the contents. An ex 
ample of this is the “lettuce” green 
and “mayonnaise” yellow of the salad 
oil cans and the warm, brownish red 
and yellow of the matzo packages. 


A new trademark 


The omission of any kosher identi- 
fication on the display face of the 


labels does not mean that there is no 
identification. On the contrary, the 
kosher identification is presented in 
a modern manner through the adop 
tion of that unusual name cartouche 
which was used on one of the three 
original designs. The cartouche is 
modified to incorporate the Hebrew 
letters as part of the flowering-tree 
design and is adopted as the interest 
ing new trademark insignia of the 
company. It appears on either the 
back or side of every package as 
the focal point of the design to pull the 
the reader’s attention to the printed 
copy that is the informative part of 
the label. 

The fact that 
always positioned on the store shelf 
with the pertectly 
centered or that shoppers pick up the 


package S are not 


display panel 
package to examine it closely, is some 
times not borne in mind in planning 
the design of secondary panels but 
such has not been the case with the 
Rokeach labels Color 
taken care of through the continua- 
tion of the color band all around the 


package and the new trademark car 


interest is 


touche Is, aS mentioned above made 
a decorative feature. Ingredients and 
directions for use are clearly and 


simply presented; cleverly worded 
cross-selling copy is spotted near the 
cartouche trademark where it receives 
immediate attention. 

With few exceptions all the labels 
are printed in two colors. In many 
of the product groups the top color 
band design is standardized so that 
one plate can be used to print labels 
for more than one item, thereby per 
mitting a substantial saving in print 


ing costs. 
Variations of design 


Rokeach 


variations of the 


For particular product 
groups there are 
basic label design as it has been out 
lined above. One of the most inter 


esting of these is the new matzo 


group. Included in this group are 
1-, 2'/- and 5-lb. (two 2'/:-lb. cartons 
with one overwrap) packages of plain 
matzos; 1-lb. cartons of matzo meal, 
cake meal and farfel and a 12-oz. car- 
ton of egg matzos. Despite this range 
of sizes, the package dimensions are 
so planned that, when packages are 
lined up side by side, the depth of 
the bottom border is exactly the same 
on all cartons, making a_ forceful 
presentation of the “movement” con- 
cept. 


The three colors—red, orange and 
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yellow—were used to suggest appetiz- 
ing baked goods and for strong dis- 
play. To distinguish the 
for the cake meal and the 
matzo meal, which are the 
the cake-meal 


cartons 
regular 
size, 
carton has a_ white 
bottom border and a yellow top and 
the regular-meal carton has 
border and a red top band. 
The matzo label—both front and 
back are display sides—are bilingual. 
The copy on one side is printed in 
English, while other the 
Yiddish, modern-styled 
Hebrew lettering to keep the modern 
appearance of the design intact. It is 
expected that in stores catering mainly 
clientele, the 
lettered side will be displayed. 


same 


a yellow 


on the copy 


is mn using 


to Jewish Hebrew 


The modern styling of the matzo- 
line packages is eye-appealing to the 
Jewish market for another reason. 
Each of the side panels of the 2’/:-Ib. 
cartons has two small illustrations de- 
picting the story of the flight from 
Egypt and the Passover customs. 
These illustrations are planned to pre- 
sent the Biblical story 


children can 


in terms that 
understand and 
that it is a 
simple matter for them to be cut out 
and saved by the 


small 
they are arranged so 
youngsters. 
Another variation in the basic de- 
sign appears in the cleanser-product 
group, which includes silver 
“Roko” 


foaming 


a paste 
polish, scouring powder and 
(the new spelling for the 


cleanser formerly spelled “Rokoh”) 
Like the Rokeach bar soap, the scour- 
ing powder is particularly famous in 
its own present form, so a transitional 
lesign was planned. The Star of 
David design, stripped of “clutter,” is 
retained 


( 


and so are the red and blue 
label, but the lettering 
has been revised on the display panel 
to conform to that of the 


colors of the 


basic design 
and on the back panel the monogram 
ind name cartouche trademark have 
added. All copy is also pre 
sented in English. 

On the brilliant new paper-backed 
foil labels, both the 
polish and Roko cleanser, the 
gram 


been 


used for silver 
mono 
modified design 
Roko canister label 


has the brand name printed in the 


appears in a 
treatment. The 


wide top band, while the monogram 


is confined to a border decoration. 


This monogram border also appears 
on other products where the brand 
well established that it 


could not be reduced to 


name is so 
secondary 
prominence. 

The silver-polish label is as sophisti 
cated as one seen on a cosmetic pack- 
age. This design approach is smart 
sales psychology. Most women asso- 
ciate a silver-polish package with a 
mental their hands 
may and roughened when 
they apply the polish. The dainty 
appearance of the new package, sug 
gesting the of the 


picture of how 


get soiled 


noncaustic nature 


IMPRESSIONISTIC 
on sides of lithographed gallon 
tin for salad and cooking oil 
lend a modern touch and sug- 
gest various uses for the prod- 
uct—for frying, salads, baking. 
The suggestion “for Passover” is 
given in English and 


drawings 


Hebrew. 


polish, does much to erase that mental 
picture and, instead, presents one of 
cleanliness. The narrow foil label- 
printed in white, light blue and dark 
midnight blue—contrasts and points up 
the pink color of the polish inside the 


glass jar. The monogram is repeated 


Basic design is widely varied 


\ 


‘PER CLEANS! 


Zz, 


MODERNIZATION provides impressive 


contrast between new (foreground) 
labels. Here 
Rokeach name is sacrificed for already- 
established trade name Rokoh, now 
simplified to Roko. Foil label is 


colored midnight blue, yellow and white. 


and old foaming-cleanser 
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i ffl , 


Aca saws 


‘i 


SOPHISTICATED new label (foreground) 


for silver almost a 
flowing, 

broken by 
engraving on silver. The 
signed in white 


polish has 
appearance. The 


trademark is fine 


cosmetic 
repetitive 
like in 
de- Name and 


lines 
foil label, 
and two shades of blue, 
contrasts with the pink polish in glass jar. 


FRONT AND BACK of new 
baked-beans label, showing full- 
color pictorialization of product 
modern super-market style. 
trademark are still 
present, 


effectively Kosher em- 


blem is placed on the back panel. 


87 





three times across the face and, in- 
stead of being solid, a series of five 
thin lines flow through it to give the 
effect of fine engraving such as appears 
on silverware. The cosmetic look 
is apparent again in the use of a 
white-enameled, lug-type cap bearing 


the striated monogram and the name 
circle printed in dark blue. Inciden- 
tally, this closure design—with the 
monogram solid—is used wherever 
possible on other closures as a means 
of projecting the Rokeach identity and 
family relationship. 

In the whole Rokeach redesign, 
there is only one concession to the 
current emphasis on product pictoriali- 
zation. On the label for the baked 
beans, the top band is a color repro- 
duction of the tasty-looking beans. 
Pictorial interest is found, however, 
on the gallon-sized, lithographed can 
of salad and cooking oil, which bears 
a series of sketches down both side 
panels showing various uses of the oil. 


Shipping containers 


The final task in the Rokeach 
design program was to modernize 


SHIPPING CONTAINERS were 
not overlooked in redesign. Not 
only are boldly 
printed with trade name, prod- 
uct and trademark, but color 
coding is observed: red for soups 


containers 


and tomato products, green for 
cooking oils and fats, while 
blue is used for the cleansers. 


TRANSITION DESIGN was necessary for popular scouring powder. Re- 


designs, front and back, are shown in foreground. 


Note how new front 


panel is modernized without losing visual impression of the old, while 
the back panel subtly introduces the new trademark and emblem design. 


When the old 
packages were studied in planning the 
redesign, it was found that company 
and product identification were woe 


shipping containers. 


fully lacking on the shippers. One or 
two regular package labels were 
slapped on the carton sides and that 
was all. It was also found that the 
shipping containers were often slashed 
open by cutting around the “center” 
of the carton, particularly the ones 
containing the cleaning-powder canis- 
ter. Sometimes the center was missed 
and the knife caught the canisters, 
causing mutilation and waste. This 
was admittedly a poor opening prac- 
tice, but as long as this was the situ- 
ation, the best way to lessen the 
danger, the designers decided, was to 
show where to cut. 

As they have now been redesigned, 
all cleaning-powder shippers have a 
well-defined cutting line printed 
around the center on all four sides. 
This cutting line is planned as part 
of the carton design, which has the 
monogram printed in color on all 
sides. _ Product identification is also 
given on each side of the redesigned 
shippers and a color key helps identify 
the product group. Blue is the identi 
fying color for cleanser cartons, red for 
soups and tomato products, and green 


for cooking oils, shortening and honey. 

Dealers who have received the first 
shipments of the redesigned pack- 
ages—distribution of which has been 
under way for the past month—have 
reported they are “terrific,” a verdict 
with which company officials say they 
concur. 


CREDITS Design, Koodin-Lapow Asso 
ciates, New York. Foil labels, Reynolds 
Metals Co., Richmond, Va. Paper labels 
and wraps, I. Kunin, Inc Brooklun 
Bottles and jars, Anchor Hocking Glass 
Co., Lancaster, 
Cork Co., Lancaster, Pa. 
Crown Cork & Seal Co., Inc 
Md.; White ( ap Co., 
Ferdinand Gutmann & Co., Brooklyn; 
Anchor Hocking Glass Co., Lancaster, 
Ohio. Cans, Amerian Can Co., New York 
Cartons, Continental Folding Paper Box 
Co., Ridgefield, N. J Shipping con 
tainers, Northern Container Co. 
Island City, N. Y.; 


Ohio, and Armstrong 
Closures, 
Baltimore, 
Chicago, IIL; 


Long 
Gibralter Corrugated 
Paper Co., In North Bergen, N. J.; 
Grand City Container Corp., North 
Bergen, N. J. Inks, International Print 
ing Ink Div., Interchemical (¢ orp., Neu 
York, and Sigmund Ullman Co., Div. of 
Sun Chemical Corp., Long Island City 
Labeling machines, Standard-Knapp Dit 
of Hartford-Empire Co., Portland, Conn 
Burt Machine Co., Baltimore 
ward Ermold Co., New York 


Md.; Ed- 
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Kasy-to-open ampoule 


SERRATIONS at the neck of 
the improved ampoules make the 
use of brute force unnecessary in 
opening them. A light application 
of the physician’s cutting file 
makes a clean cut through ridges 
in the ampoule’s neck construction. 


WINTHROP-STEARNS BELIEVES NEW RIDGED-NECK CONSTRUCTION 


IS THE ANSWER TO A LONG-STANDING PROBLEM 


ver since the first glass ampoule 
4was blown there has been a pa- 
rade of inventors to the patent office 
with plans to make them easier and 
safer to open. To the physician-user, 
the business of filing open the ampoule 
has been a nuisance, although a neces- 
sary one. 

From an ampoule manufacturer's 
point of view, most of the new ideas 
have had one of two basic weaknesses: 
either they increased manufacturing 
costs out of line with the value of the 
improvement, or they would result 
in weakening the ampoule’s structure 
which, from the packager’s and doc- 
tor’s standpoint, would not be tolera- 
ble. 

Now an improvement in ampoule 
design and construction has been in- 
troduced which is said to overcome 
both these objections. | Winthrop- 
Stearns, Inc., New York, has adopted 
the new ampoule and, after a year’s 
trial, reports that it is “superior in 
providing physicians with a means for 
easy opening.” According to N. E. 
Williams, chairman of the company’s 
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packaging committee, 3,000,000 of 
the improved ampoules have been 
used by Winthrop-Stearns for a large 
number of its injectible medicinal 
preparations including Pontocain Hy- 
drochloride Niphanoid Luminal So- 
dium and Atabrine. 

The improved ampoule has a series 
of small, fine, vertical ridges or serra- 
tions in the groove of the neck con- 
striction, which more readily accept 
a file mark, so that a quick, straight, 
light stroke of the file will insure 
opening on a clean line of severance, 
without requiring the exercise of such 
force as might result in breaking the 
ampoule. 

It is mainly the principle that it is 
easier to start a cut on a thin vertical 
edge than on a broad horizontal sur- 
face. 

It is claimed that the vertical ridges 
which bridge the circumferential con- 
striction actually reinforce and 
strengthen this inherent weakness. 

There is said to be no significant 
added cost in manufacture. The 
ridges are produced by a knurling 


roller attached to the ampoule-form- 
ing machine, operating against the 
periphery of the base tube as the am- 
poule is formed. Place of the con- 
striction and the number and size of 
the ridges in the groove are adjusta- 
ble according to the type, size and 
wall thickness of the ampoule. 

Because physicians are so accus- 
tomed to “wrestling” with ampoules, 
Winthrop-Stearns encloses a circular 
in the packages containing the im- 
proved ampoules to point out their 
clean-breaking feature and to empha- 
size that the file need not be pushed 
with great force. 

While the ampoules illustrated con- 
tain a powdered product, it is said 
that they can be used for liquid prod- 
ucts equally well. One of the major 
surgical-dressing suppliers, it is re- 
ported, is investigating the possibility 
of using these new-type ampoules as 
suture tubes. 


Crepits: “Clean-Break” ampoules de- 
veloped and supplied by Techniglas, 
Staten Island, N. Y. 
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AUTHENTIC REPRODUCTION 
of the portrait is a show piece in 
the Walter Baker Administration 
Building at Dorchester, Mass. 
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VALTER BAKER CHE 


™ story of Walter Baker cocoa 
begins before the American Revo- 
lution, before the Battle of Lexington, 
before the Boston Tea Party. 

In the annals of packaging it would 
be hard to find a package with a more 
romantic history. 

It concerns a_ beautiful Viennese 
waitress (pictured on our cover) who 
married her Prince Charming and, as 
‘La _ Belle Chocolatiere,” has lived 
happily ever after on hundreds of mil- 


lions of Walter Baker packages known 
to generations of housewives. 


It turns up Ina rude country store 
in New Salem, Ill., where a man 
named Abraham Lincoln and his part- 
ner, William Berry, were selling tins 
of Walter Baker Cocoa in 1833—the 
only branded package and advertised 
product on their shelves. 

It continues westward with the 


Forty-Niners, who re-used — hand- 


TRADEMARK of La 
Belle Chocolatiere was 
taken from a_ pastel 
portrait by Jean Et- 
ie Liotard of a 
waitress who married 
the prince she served 
in a Viennese choco- 
late shop. The origi- 
nal hangs in the Dres- 
den art gallery. On 
our cover the meeting 
of this couple is de- 
picted from a com- 
pany diorama used to 
explain the origin of 
the famous trademark. 


soldered Walter Baker cocoa tins to 
accumulate their hoards of California 
gold dust. 

Its scene shifts to the battlefields of 
the Civil War, the first World War 
and World War II. 
our history, weary soldiers have been 


In every war of 


given renewed energy with rations of 
chocolate and steaming cocoa. 

Walter Baker is said to be the oldest 
concern in the United States with a 
record of having made the same type 
of products continuously in its original 
location for 185 years. The company 
was probably the very first in the food 
field to use a package on which the 
maker put his brand name to achieve 
an enviable national distribution. As 
early as 1850, by the promotion of 
that brand name, the package was 
known from coast to coast. 

For these, if for no other reasons, 
Walter Baker cocoa and chocolate 





packages deserve a conspicuous place 
in packaging’s Hall of Fame. But 
there are still other claims to packag- 
ing fame. 

Walter Baker was probably the first 
to market chocolate candy confections 
in foil—if not the very first in this 
country to use metallic foil for any 
packaging purpose—records showing 
that he was selling Spiced Cocoa 
Sticks in tin foil in 1840. The cur- 
rently popular Walter Baker Caracas 
bar was introduced in 1849, wrapped 
then in tin foil, much as it is today 
in greatly improved, colorfully printed 
aluminum foil. 

Walter Baker can also boast that 
its chocolate confections were pack- 
aged for sale in practical vending ma- 
chines, manufactured by the Williams 
Automatic Machine Co., 
1891. 

Walter Baker was probably the first 
to put unsweetened chocolate in car- 
ton packages, having so packaged its 
Baker’s Premium No. | in 1904, and 
was the first company to start indi- 


as early as 


vidually wrapping each l-oz. square 
of chocolate, scored for easy measure- 
ment, a method which it developed 
in 1935. 

The metal-end fibre can now used 
for Walter Baker Cocoa, developed 
since the company became a division 
of General Foods Corp. in 1927, has 
become the standard for all similar 
types of paper packaging for products 
demanding a high degree of grease- 
proofing and water-vapor resistance. 
During the war, when metal was un- 
available, the structure of this pack- 
age was adopted to solve countless 
packaging problems. The package- 
testing procedures originated during 
the development of this package led 
to the establishment of the General 
Foods Package Testing Laboratory— 
the first of its kind in the food indus- 
try. 

Many of the test procedures that 


MARCH 1950 


THREE STEPS in Baker’s cocoa packaging: the tin with slip cover 
held on by wrap-around label, used continuously prior to 1906; the 
first greaseproof and water-vapor resistant fibre container, developed 
and introduced in the °30s, and the present label design, adopted in 1940. 


resulted are now considered standard 
in the packaging field. 


The beginnings 


Significant events in the history of 
the Walter Baker Co. are carefully re- 
corded in “A Calendar of the Walter 
Baker Company and Its Times” com- 
piled by the General Foods Corp. in 
1940 to commemorate the 175th anni- 
versary of the founding of the com- 
pany. This biography of a New Eng- 
land chocolate mill, the first in 
America founded in Dorchester-Mil- 
ton, Mass., seven miles from Faneuil 
Hall, Boston, is, in miniature, the 
thrilling history of American industry. 

In 1764, Dr. James Baker, a 26- 
year-old resident of Dorchester, Mass., 
befriended a young Irish immigrant 
by the name of John Hannon. A 
chocolate maker by trade, Hannon 
lamented the fact that no one had yet 
set up a chocolate mill in the New 
World to popularize the new drink 
which had just been introduced in 
Europe from the West Indies. 


The doctor decided to help Hannon 
and supplied the capital to get started. 
Together they hired a mill on the 
Neponset River, sometimes called the 
“river of American business” because 
on its banks early settlers used the 
water power to grind corn meal in 


DISPLAY ADVERTISING was 
used by Walter Baker’s prede- 
cessors in New England news- 
papers during the American 


Revolution. This dates to 1777. 





1634, to make their first gun powder 
in 1635 and to run their first iron- 
splitting mills in 1710. The first 
paper mill outside of Pennsylvania 
was also on the banks of the Neponset 
and it was there that Paul Revere 
started the first 
America. 

Together Dr. Baker and Hannon 
obtained a run of mill stones and a 
set of kettles and in 1765 started a 
business that has continued ever since. 
The new business prospered, but just 
when everything was going smoothly, 
John Hannon set off for the West 
Indies, ostensibly to buy cocoa beans, 
and never was heard from again. Un- 
gallant legend has it that he deserted 
his wife, intending to take ship for 
Ireland, but was probably lost at sea. 

The following year Dr. Baker ac- 
quired full ownership of the mill and 
began making a blend of chocolate 
which he called “Baker’s.” 

The mill continued as a family busi- 
ness for more than 100 years, through 
four generations. It was Dr. Baker’s 
grandson, Walter, who added his first 
name to the brand name, starting in 
1824. By 1835 the mill was making 
750 Ibs. of chocolate a day. The 
company was incorporated in 1895 as 
Walter Baker & Co., Ltd., and became 
a part of General Foods in 1927. 


copper works in 


Package development 


Letter after letter in the company’s 
files, now yellow with age, disclose 
the company’s efforts from the very 
beginning for continually improved 
packaging. 

The first cakes of chocolate were 
probably hand wrapped in paper. 
Just when the company began using 
metal boxes for cocoa is not revealed 
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ABE LINCOLN’S STORE as it looks today 
in the restoration at New Salem, Ill. On 
the shelves (below) are old tins for Baker’s 
Cocoa, the same as were sold by Lincoln 
and William Berry in 1833. This was the 


only 


in the records. It is known, however, 
that tin boxes of 1-lb. capacity were 
in use in 1833 when Baker’s Cocoa 
was sold in Abe Lincoln’s store and 
1,440 soldered tins of sweet, spiced, 
French and Spanish chocolate were 
shipped to Messrs. Levering & Gay, 
San Francisco, in 1849. These tins 
were undoubtedly of local New Eng- 
land tinsmith manufacture and hand 
soldered. They had wrap-around 
printed paper labels which also served 
to hold on the tin slip cover. Some 
kind of paper liner for the tins must 
have been used and there must have 
been available some kind of special 
protective paper for cholocate prod- 
ucts which Baker used not only for his 
Premium No. 1 Chocolate, but also 


CARACAS 


| SWEET CHOCOLATE 








OLDEST CHOCOLATE BAR. 


branded package on their shelves. 


for the cocoa boxes. In ordering 
paper from Messrs. Lyon & Son in 
July, 1845, Walter Baker specified, 
“130 reams of chocolate paper, cut 
into half sheets: & 50 reams of uncut. 
When cut the half sheets must be 9'/2 
by 13°/. inches. I will take 90 reams 
of cocoa paper, all cut for half Ibs. 
equal if not superior to the last.” 
Earlier than that, Mr. Baker men- 
tioned the use of foil. Introducing 
the Spiced Cocoa Sticks in 1840, he 
wrote to a customer that he couldn't 
ship more until fall “for lack of tin 
foil which I must get in London.” 
He urged his agents to advertise this 
new packaged chocolate confection 
and to get the best retail grocers to 


put in a trial supply. In the same 
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BAKER'S 


CARACAS 


Walter Baker’s Caracas confection was 
introduced in 1849, probably the first to be wrapped in foil. 


For many 


years it appeared with large reproduction of chocolate-girl trademark. 
The present colorfully printed aluminum foil wrap was adopted in 1948. 
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letter his comments on the effective- 
ness of package display are as 
timely as though they had been writ- 
ten today: “The grocers generally 
pile it (the Spiced Cocoa Sticks) 
crossways on their counters or in their 
windows or in triangles, and it is an 
attractive object to the eye. There 
are usually 35 sticks to the lb. and 
they usually retail at two cents a 
stick.” 

In 1849 Walter Baker was again 
trying to obtain tin foil, probably for 
the Caracas bar, which was _ intro- 
duced in the spring of that year. His 
order at that time was for 200 kilo- 
grams more of tin foil from L. L. 
Laveissere & Fils, 5 Rue de la Venerie, 
Paris, 26 sheets to the kilogram, 21 
by 32 American inches, also stating, 
“I shall probably wish much of the 
tin foil, as its use is increasing.” 


The tin package 


Development of Walter Baker pack 
aging has moved in two important di- 
rections, due to the characteristics of 
the products: (1) the evolution of 
the cocoa container, with methods for 
filling and closing it, and (2) the ad- 
vancement in methods for the wrap- 
ping and cartoning of bar chocolate 
and specialty confections. 

For more than a century and a 
quarter, even as late as 1891, all 
Walter Baker chocolate products were 
packaged by hand. The square tin 
can for cocoa with the slip cover and 
wrap-around paper label which se- 
cured the lid was in steady use for 
at least 150 years—first hand soldered, 
then made by automatic methods 
when can-making machinery was de- 
veloped. Some time after the turn of 
the century one improvement was 
made. The former slip cover was re- 
placed by a friction lid seated in the 
top of the container. Before the ad- 
vent of fully automatic filling equip- 
ment, the cans were supplied with 
top and bottom secured and were 
filled through the top opening and the 
lid inserted at the Walter Baker plant. 
Later, however, the supplier of the 
cans developed equipment for auto- 
matic filling into the bottom of the 
can with a seamer for putting on the 
bottoms. 

In 1880 the were litho- 
graphed in 14 colors and gold, using 
stone plates. The design of the labels 
has gone through many design varia- 
tions to meet the requirements of each 
step in the company’s merchandising. 
Today, through modern processes, 


labels 
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only four colors are used to produce 
the label. Elaborate decorative ef- 
fects with changing times have given 
way to simpler treatment, but still 
there on the breakfast cocoa package 
and every other Walter Baker package 
today is the beautiful chocolate girl, 
the company’s priceless trademark for 
more than a hundred years. 


La Belle Chocolatiere 


Inevitably the famous romance of 
“La Belle Chocolatiere” became as- 
sociated with cocoa and chocolate and 
most fortunately with Walter Baker 
products. In 1745, twenty years be- 
fore John Hannon’s chocolate mill was 
founded, so the story goes, young 
Prince Ditrichstein, an Austrian noble- 
man, ventured into one of Vienna’s 
new chocolate shops to try the steam- 
ing hot beverage just recently intro- 
duced from the West Indies. Legend 
has it that he enjoyed the beverage, 
but far more important to him on that 
occasion was the discovery of Anna 
Baltauf, a waitress at the chocolate 
shop and the daughter of Melchior, 
an impoverished knight. The Prince 
fell madly in love with the girl and 
they were married the same year. 
(Our cover depicts the scene of this 
meeting as photographed from a 


miniature diorama used by the Walter 
Baker Co. to explain the origin of the 
famous trademark. ) 

As a wedding gift the Prince had 
his bride’s portrait drawn in pastels 
by Jean Etienne Liotard, a famous 


Swiss portrait painter. Liotard posed 


NEWEST PACKAGE for Walter 
Baker is Baker’s 4-in-1 Sweet 
Cocoa Mix, a type of chocolate 
product widely accepted today 
for making instant cocoa, frost- 
ings, fudge and chocolate sauce. 


PRINCIPAL GROCERY PACKAGES in the Walter Baker family: the 
famous breakfast cocoa, Baker’s De Luxe Cocoa made by the Dutch 
process, Baker’s Chocolate Chips, Dot Chocolate for candy making, Ger- 
man’s Sweet Chocolate and the No. 1 product, Baker’s Premium Chocolate. 
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Packaging I-oz. squares of Baker’s chocolate 


WRAPPING MACHINE wraps 
each of squares separately. 


Anna in the chocolate 
server's dress she wore the day she 
met her husband-to-be. Today the 
original of “La Belle Chocolatiere” 
hangs in the Dresden Gallery in Ger- 
many. 


the lovely 


Just when the picture of the choco- 
late girl first appeared on Walter 
Baker packages is unknown. Pack- 
ages of the type sold in the Lincoln 
store reveal the picture of a girl on 
the labels of that era. Walter Baker 
advertisements of the 1850s also show 
the picture of a girl. The trademark, 
itself, carries the date “since 1780.” 
but whether that applies to the trade- 
mark picture, the trade name or the 
product is not known. 

It was not until Henry L. Pierce, 
nephew of Walter Baker and then 
head of the Walter Baker Co., re- 
turned from a trip to Europe in 1883— 
where he saw the Liotard painting— 
that the famous portrait was formally 
adopted as the official Walter Baker 
trademark and was introduced widely 
in national advertising. An authen- 
tic replica of the picture is now a 
showpiece in the Walter Baker Ad- 
ministration Building in Dorchester, 
Mass. 


Fibre container 


During the depression of the ’30s, 
General Foods began looking for a 
more suitable cocoa container at lower 
cost to replace the square tins and 
undertook the development of the 
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CONVEYORS assemble the wrapped squares 
of chocolate ready for the cartoning machine. 


present fibreboard can with 
ends. 

Several square, convolute-wound, 
fibre containers were available at the 
time, but none was sufficiently grease- 
proof or water-vapor resistant—as 
General Foods soon discovered, almost 
disastrously, when the company first 
tried these paper packages and re- 
turns began coming in from grocers 
all over the country. But from such 
failures come great successes. 

Breakfast cocoa, because it contains 
22% cocoa butter-fat, demanded a 
package with a high degree of grease- 
proofness to prevent the fats from 
seeping through the fibres. Its hygro- 
scopic properties demanded efficient 
water-vapor protection. 

The search for a fibre container 
that would protect Walter Baker 
Breakfast Cocoa thus instituted one of 
the most exhaustive research projects 
in the annals of packaging technology. 
About 1934 General Foods set up its 
now famous package-testing labora- 
tory. 

An efficient, protective fibre can 
was produced which is now being 
used for about 85% of Baker’s Break- 
fast Cocoa pack. 


metal 


The development 
consisted of a specially treated board 
to impart greaseproofness and the ap- 
plication of a resinous lacquer to the 
label to provide a considerable degree 
of water-vapor resistance and also to 
improve appearance. For the rest of 
the pack, shipped to Southern climates 


CARTONER sets up the flat blanks 
and loads the cartons automatically. 


where an all-metal can had previously 
been found necessary, there has been 
developed a two-ply, laminated fibre- 
bodied can, using glassine inside with 
a resinous-microcrystalline wax adhe- 
sive. 

Wrapping equipment 

The first chocolate-wrapping ma- 
chines are reported to have been in- 
stalled at Walter Baker in 1894 for 
“wrapping vanilla tablets in foil, stacks 
of the tablets being tied with ribbon 
by girls.” In succeeding years other 
wrapping equipment was added, but 
the greatest strides in mechanical 
package production came during the 
first two decades of the 20th century 
after electric power in 1906 replaced 
water power and steam. 

Due to the nature of chocolate prod- 
ucts, production never became a year- 
around operation until the installation 
of a refrigeration plant in 1907. For 
142 years it had been impractical to 
make chocolate products except in 
cool weather. Refrigeration and air 
conditioning have been a tremendous 
factor in expanding Walter Baker’s 
business. 

The present Baker’s Premium No. 1 
Chocolate is literally the company’s 
“No. 1” grocery product and a brand 
name practically synonymous with 
cooking chocolate. In developing the 
new method of packaging the choco- 
late in individually wrapped 1-oz. 
squares, General Foods in 1935 found 
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it necessary not only to develop a 
greaseproof and _ moisture-resistant 
coated sulfite wrapping paper for this 
purpose, but to install a specially de- 
signed production line with machines 
to wrap the individual squares and 
equipment for automatically assem- 
bling eight of the 1-oz. squares ready 
for insertion into cartoning machines 
specially adapted to handle the slop- 
ing sides of the cartons. The shape 
of the carton is necessary because of 
the shape of the 1l-oz. chocolate 
squares, which, for easy release from 
the molds, cannot be cubes, but must 
have slanting sides. 
Sales and advertising 

The same consistent advertising and 
promotion policies which keep Walter 
Baker packaged grocery products 
among the top-ranking brands today 
were apparent from the company’s be- 
ginning. There is a notation in the 
files that Dr. Baker paid Edward 
Pierce 8 pence for “making a sign- 
board” in 1772. By 1777 John Han- 
non was using display advertising in 
the Colonial press for “Hannon’s Best 
Chocolate—mark’d upon each Cake 
J.H.N., warranted pure and ground 
exceeding fine. Where may be had 
any Quantity, from 50 Wt. to a Ton, 
for Cash or Cocoa, at his Mills in 


4, 


- 
fee, Sean, 


CHANGE-MAKERS—the 1- 


and 2-cent 


Milton.” And there was a money- 
back guarantee: “If the Chocolate 
does not prove good, the Money will 
be returned.” A wood-cut figure of 
Justice balancing a scale illustrates the 
advertisement. 

From the time he took over the 
company in 1818 until his death in 
1852, Walter Baker was an aggressive 
advertiser and a stickler for quality. 
In 1842 he wrote his Southern dealers 
not to advertise his cheaper brands 
as Baker’s Chocolate because this 
might mislead the public and hurt his 
Walter Baker’s No. 1. In 1848 he was 
employing an advertising agent and 
apparently advertising widely through- 
out the country, but was having a 
little trouble with his agent. In a let- 
ter to D. R. Sykes, a newspaper pub- 
lisher, dated July 20, 1848, he wrote: 

“Sir: your bill for advertising in 
your Courier last year has been re- 
ceived. In reply I would state that 
I employ Mr. Palmer, advertising 
agent, of Boston, to advertise for me 
in many newspapers throughout the 
United States and several months ago 
paid him in full for his bill presented 
tome. He, I presume, employed you, 
and I suppose you have to look to him 
for payment. If Mr. Palmer has not 
paid you, and is in the habit of receiv- 
ing funds from advertising without 


chocolate snacks that are 


placed along side cash registers—ring up a considerable amount of 


sales today in Walter Baker’s confectionery division. 


The same con- 


fections are also cellophane-wrapped and packaged in 1-lb. consumer units. 
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SIX-BAR PACKS of Baker's 
confections, cellophane wrapped, 


encourage multiple-unit sales. 


himself paying for the advertisements, 
it is time the public should know it. 
This is the first bill which I have had 
presented to me, but there may be 
others yet unpaid by him. If you 
have any knowledge upon the subject, 
please inform me.” 

Again in the same year he checked 
up on the advertising activity of a 
wholesaler grocer. “I do not see any 
advertisements of yours, although, per- 
haps, I may not look in the right 
papers. In what newspapers do you 
advertise? Advertising, I conceive, at 
proper seasons is the best mode of 
reaching both city and country 
traders.” 

On another occasion, in 1849, he 
sent clippings to one of his merchants 
in Baltimore containing 20 copies of 
the Boston Medical & Surgical Journal 
in which the editor “without any so- 
licitation on my part” had written 
very favorably about Baker’s Choco- 
late and Broma. Baker requested the 
merchant to take copies to six of the 
best newspapers and ask the editors 
to insert the article with the agent’s 
name for the Baker products in Balti- 
more at the bottom. He said he 
would wish to have the article inserted 
“as a communication rather than as 
an advertisement, but to pay for it if 
the publisher requires it.” 

Mr. Pierce, president of the com- 
pany from 1854 to 1896, continued 
advertising as widely as his prede- 
In 1889 the company started 
buying space on the back covers of 
paper novels, more than 5,000,000 
books carrying the Baker chocolate 
and cocoa (Continued on page 160) 


cessor. 
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Dv the last decade company 


after company—indeed, industry 
after industry—has turned to pal- 
letized-loading and unit-loading tech- 
niques as a means of reducing the 
shipping and warehousing costs in- 
volved in handling their packaged 
products. 

Recently, since the end of World 
War II—where palletization received 
its greatest impetus—there has been 
an impressive record of improvement, 
including new types of pallets, con- 
tainers, adhesives (for unit loading), 
etc., as well as refinement of the origi- 
nal techniques. 

The latest noteworthy item is an in- 
genious “nesting” corrugated shipping 
container reported to reduce the tend- 
ency of cartons, filled with 
packed products or other heavy, non 
solid items, to shift in a pallet load 
due to the shifting momentums in 
transit. 

The West Disinfecting Co., Long 
Island City, N. Y., is one of the first 
companies to adopt the new carton 
and their experience with it will be of 
interest to pharmaceutical, toiletry, 


glass- 


food and beverage producers who 
have similar problems. 

In the last two months West has 
shipped dozens of its 12-fl.-oz. bottles 
of CN cleaning disinfectant in these 
new nesting corrugated containers and 
company officials report that they 
have not had a single report of break- 
age or damage—either in transit or in 
warehousing. This fact alone, the 
company says, makes the containers 
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NESTING FEATURE of these two-piece, folding corrugated shipping 
cartons is made possible by the unique design of the recessed bottom 
panel and the extended top portion, which lock together in stacking. 


worth their extra cost—estimated at 
approximately 15% more than the 
conventional corrugated containers 
previously used. 

Criss-crossing in tiering or steel 
strapping to prevent the palletized 
loads from shifting are unnecessary, 
according to West, because each con- 
tainer actually “locks” into position as 
it is stacked one atop another. It is 
virtually impossible for one of these 
cartons to be removed from a stack 
unless it is really lifted up vertically; 
any attempt to remove one from the 
pile by pulling it out sideways results 
in complete frustration. 

The “locking” or nesting feature is 
achieved by the unusual construction 
of the cartons. Side walls are ar- 
ranged so that each container has a 
recessed bottom and a top that ex- 
tends above the shoulder of the side 
walls; thus the top of one container 
fits into the recessed bottom of the 
next container which is to be tiered 
above it. 


Carton construction 


The shipping container consists of 
two sections and is delivered to West 
in pre-taped flats. The botiom is a 
separate piece in the form of a tray- 
like insert that is positioned in the 


carton inverted so that the flaps ex- 
tending from the solid bottom panel 
serve as bracing struts next to the side 
walls. 

The main body of the carton (at 
first glance it appears to be a shell- 
and-inner-box style) is actually one 
wide strip of intricately scored board. 
Upon closer examination it is seen that 
each side wall has a deep fold in the 
center, almost as though the wall had 
been creased into a Z shape and then 
flattened. This deep fold results in 
triple-thick walls at some points and, 
where the board is first folded inwardly 
near the top, the fold produces the 
shoulder feature of the carton men- 
tioned above. 

The carton top has a regular slotted 
opening. The flaps extending from 
the bottoms of the side walls are die 
cut and scored to form corner-locking 
flaps when they are folded inwardly 
and thus reinforce the tray bottom 
piece, holding it in its recessed posi- 
tion. 

Depending upon the size, board 
thickness and dimensions of the car- 
tons, the bottom recess and top ex- 
tension range from */: to 1 in. The 
carton used by West, made of 200- 
test, corrugated board, has exterior 
dimensions of 11°/. by 10°/: by 8°/. 
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shipper 


RECESSED BOTTOM, EXTENSION TOP IN THIS NEW CORRUGATED 


CARTON DESIGN PROVIDE A RIGID, NON-SHIFTING, PALLETIZED LOAD 





FOUR-STEP ASSEMBLY of the container from the folded flats to finished carton takes only a few seconds. As 
shown in this picture sequence, the packer squares up the carton body, inserts the tray-like bottom panel, tucks 
the corner-locking side flaps over the bottom to hold it in recessed position and finally loads the righted carton. 


in., with a l-in. recess and extension. 

West officials say the nesting con- 
tainers take only a few seconds more 
to assemble than a conventional RSC 
carton. The accompanying illustra- 
tions show the four assembly steps 
taken by the packer: (1) squaring up 
the flat carton body, (2) inserting the 
bottom tray, (3) tucking the carton 
body flaps over the tray, locking it 
into position, and (4) packing the 
righted carton. Sealed cartons are 
stacked six high, five wide and three 
deep on the pallets. No gluing or 
steel strapping is required. 

In addition to the ease and security 
of stacking and palletizing, the nesting 
cartons have a particular advantage 
for shippers of glass. Because of its 
construction, the carton bottom ob- 
viously never touches the floor or any 
surface when it is set down. Even 
if the container is dropped, its con- 
struction provides the bottom with a 
certain resiliency so that it cushions 
the bottles enclosed at the moment of 
impact. 


History of development 


The development of the nesting 
container has an interesting history. 
It was invented by A. B. Katzman, 
purchasing director of Imported Deli- 
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cacies Co., New York, who also de- 
signed a special corrugated container 
for import use by the Container Di- 
vision of that company.* This time 
Mr. Katzman was looking for a 
smaller, light-weight container whose 
main feature would be that it facili- 
tated palletizing to use as a supple- 
mentary shipping container, comple- 
menting the first one. When he 
couldn't find one that suited his pur- 
pose, he designed the nesting con- 
tainer which the I. D. Container Di- 
vision is also now using. 

After applying for a patent (now 
pending), Mr. Katzman took his hand- 
made samples to the carton manufac- 
turer who now produces the carton 
under license. The containers have 
been approved for use under Rule 41 
by the Official Classification Com- 
mittee. 

The manufacturer, having supplied 
West with their regular shipping con- 
tainers, knew of West's problems and 
believed that the nesting containers 
would be of interest to them. When 
West executives saw the samples they 
were so impressed that they immedi- 
ately ordered a small quantity for test 
shipments and, because of the favora- 


®*See “3-Way Export Pack,” MopeRNn 
July, 


y 
PACKAGING, 1949, p. 104. 


ble comments received from both 
their dealers and carriers, decided to 
adopt them. 


Crepit: “Self-Stak” containers manu- 
factured by Shelton Mfg. Co., Inc., Long 
Island City, N. Y. 


RIGID LOADS of nested car- 
tons are obtained by West with- 
out gluing, criss-crossing or 
steel strapping. Shifting of the 
heavy loads in the freight car 
is said to have been eliminated. 








“ DESIGN 


Visibility success story 


“If you are looking for a success story of what a new 
design in packaging can do, we would like to sub- 
mit our new candy packages,” wrote the C. S. Allen 
Corp., Webster, Mass., about the new window cartons 
for their whole line of gaily-wrapped hard candies. 
Sales of the previous packages—adopted as a wartime 
measure—had dropped to a low point by 1947, the 
company said. The effect of the new window cartons 
was unbelievable; sales increased immediately. The 
design of the two-color, varnished cartons(the window 
is cellulose acetate) is planned so that the asymmetri- 
cal arrangement of the window permits grouping the 
product and company identification and “sell” copy 
on the larger area of the carton face, while the well- 
established trademark of a Tower-of-London guard 
is the sole decorative feature of the other end. 





Crepits: Design, Leo MacDonald, Boston, Mass. Cartons, 
Sample-Durick Co., Inc., Chicopee, Mass. Cellulose acetate, 
“Protectoid,” Celanese Corp. of America, New York. 


Kraft’s newest Swankyswigs 


The taller, flared top and rounded inside bottom de- 
sign features of Kraft Food Co.’s newest Swankyswig 
5-0z. cheese-spread tumblers reflect the modern style 
trends in glassware which the company’s continuing 
surveys indicate consumers prefer (see “Kraft Swanky- 
swigs,’ MopERN PackacInc, July, 1949, p. 82). 

The revival of the popular tulip pattern—first used 
in 1937—in a more modern version features rich green 
foliage and larger, bright blossoms in dark blue, light 
blue, red and yellow. The decorative rings molded 
into the glass near the top add to the gracefulness of 
the new flared shape which is said to have better con- 
formation as a drinking glass than the straight-sided 
style. To facilitate the removal of the cheese spread 
and to make the tumbler easier to clean, the bottom 
is now rounded where it meets the inside of the glass. 

With this new glass, Kraft expects that Swanky- 
swigs will continue to be a collector's item among 
homemakers of the country. 








HISTORIES 


Beer-cooler package of spirally wound paper 





The Peter Hand Brewing Co., Chicago, has introduced 
a new sales unit consisting of four cans of Meister 
Brau beer in a double-walled thermo container which 
keeps the chilled beverage cold for several hours with- 
out refrigeration. The patented container is ideal for 
picnics, fishing and hunting trips 
and other outdoor occasions. 
The tubular paperboard con- 
tainer, which is of sturdy spiral- 
wound construction, has metal ends 
and is effectively printed in silver, 
brown and gold colors, featuring 
a reproduction of the familiar 
Meister Brau label. 
Measuring 207/, in. high and 3°/, 
in. in diameter, the container is a 
convenient size for carrying. The 
package, with four cans of beer, 
is sold as a complete unit. 


Industrial antihistamines 


To develop the business and industrial market for 
antihistamines, Union Pharmaceutical Co., Inc., manu- 
facturers of Inhiston, have originated a “cold-control 
plan” based on the use of a new 1,000-tablet dispens- 
ing package. Offices and factories purchasing these 
“expendable dispensers” may obtain free kits contain- 
ing paper-cup dispensers with 250 drinking cups, 
posters and stickers. The tablet dispensing package 
is a full-telescope set-up paper box sealed shut and 
equipped with a metal bracket for wall mounting near 
a water cooler. A specially-designed plastic dispens- 
ing device is built into the base end of the box. When 
the knob of this device is turned counter-clockwise, 
a single tablet is released through its orifice. 

Crepits: Dispensing device designed and made by U. S. 
Safety Service Co., Kansas City, Mo. Box printed and fabri- 
cated by Kiernan & Hughes Co., Jersey City, N. J. Paper cup 
dispenser container, Paper Cup Division, U. S. Envelope Co., 
Worchester, Mass. 


The new container is being featured in full-page 
newspaper ads, on radio and television, in trade pub- 
lications and through point-of-sale displays. 

Crepits: “Ther-Mo-Pack” container, Lawrence A. Lockwood 
Co., Chicago. Cans, American Can Co., New York. 








Puerto Rico’s pineapple 


HOW EFFECTIVE LABEL DESIGN FOR A NEWLY PACKAGED PRODUCT, 


TOGETHER WITH A COORDINATED U. S. MARKETING PROGRAM, 


{S AIDING THE ISLAND’S ‘OPERATION BOOTSTRAP’ 


yen determined effort that Puerto 
Rico is making to raise itself to a 
higher economic level through indus- 
trialization and broadening of its agri- 
cultural base—a movement aptly called 
“Operation Bootstrap’—has been the 
subject of stirring stories recently in 
our magazines and newspapers. 

How package design is playing 
part in this program by building 
igreat new mainland market for Puerto 
‘Rican pineapple is a story told here 
‘for the first time. It is convincing 
evidence of the power of packaging— 
-soundly conceived and soundly exe- 
cuted—to lift from the doldrums not 
merely one company or one industry, 
but a whole economy. European na- 
tions, struggling to build U. S. mar- 
‘kets for their packaged products, 
might well take note. 


The background 


Pineapple has always been a good- 
sized crop in our Caribbean territory, 
an almost-wholly agricultural, tropical 
island measuring about 35 by 100 
miles and teeming with 2,000,000 
people. But prior to 1941, most of 
the pineapples produced on the island 
were shipped to the mainland as fresh 
fruit. The Spanish variety of pine- 
apple grows well in Puerto Rico, ships 
well and has long been popular in the 
United States because of its good 
flavor. 

When the war broke and Hitler’s 
U-boats swarmed into the Caribbean, 
the task of maintaining shipping com- 
munications with our island outpost 
became a critical one. Using precious 
cargo bottoms for a bulky, perishable 
product like fresh pineapple became 
unthinkable. Yet the waste of this 
good food in wartime was equally un- 
thinkable. Puerto Rican pineapple 
producers were given priorities for a 
meager amount of tinplate and canning 
facilities and told to can their product. 

To make the tinplate go farther, 
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FIVE BRANDS sponsored by the Pineapple Institute of Puerto Rico 


now appear in these bright, forceful, modern labels. 


The canning of 


this pineapple, previously shipped to the United States only as fresh 
fruit, was a wartime expediency that turned into a peace-time success. 


most of the production was in No. 
10 cans, for the institutional trade and 
the Armed Forces. At first, process- 
ing and canning facilities were crude 
and only crushed pineapple and juice 
were produced. But, with Hawaiian 
pineapple even harder to get, the prod- 
ucts were eagerly accepted by hotels 
and restaurants on the mainland. 

The experience proved that, con- 
trary to expectations, the Puerto Rican 
pineapple could be canned with its 
good flavor preserved and the rudi- 


mentary basis for acceptance of the 
product on the mainland was estab- 
lished. When peace came, the pro- 
ducers were ready to go actively into 
the U. S. consumer 
canned pineapple. 
The industry benefited from the is 
land government's 


market with 


“Operation Boot- 
which got under way in 1946, 
some $162,000,000 in 
excise taxes reaped from Americans’ 
wartime appetite for rum. 


strap,” 
financed by 


Acting in 
concert with the government program, 
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ACTUAL SAMPLE of Golden 
shows clean colors and 


Blossom label 


interesting vignette 


treatment emphasizing the fruit’s fresh-from- 


the-field flavor. 


The lower portion of the 


vignette changes according to the type of pine- 
apple contained. This is the Institute’s own 


brand; 


names. 


bear the 
COURTESY 


others 


TIP-ON MUIRSON 


which was sparked by American ad- 
visers, the packers tied up with a lead- 
ing mainland distributor of quality 
food products, The John G. Paton Co., 
Inc., New York. The Pineapple In- 
stitute of Puerto Rico, representing 
about 80% of the industry, was formed 
on Jan. 1, 1949, to carry on a coordi- 
nated program. 

The first consumer labels, hastily 
drawn up, left much to be desired, 
but it was decided to start with them 
and work for improvement later. Cer- 
tain sound labeling principles, how- 
ever, were used from the start. 
Capitalizing on the good reputation 
for flavor that the fresh fruit had pre- 
war with mainland housewives, all 
labels stressed that the product was 
not just pineapple, but “Puerto Rican 
pineapple.” Mainland practices in the 
use of such terms as “fancy” and 
“extra-heavy syrup” as appetite stimu- 
lators were adopted. (True extra- 
heavy syrup, incidentally, was avail- 
able in the Puerto Rican postwar prod- 
uct long before it was in mainland 
canned goods, because the island is 
one of the world’s greatest sugar pro- 
ducers and usually has a nonexport- 
able surplus.) Every effort was bent 
toward making the term “Puerto 
Rican” synonymous with quality, so 
far as pineapple was concerned. 

From .1946 on, the industry was 
tremendously expanded and acceler- 
ated, but until 1948 inadequate can- 
ning machinery still limited the pack 
to crushed pineapple and juice. But 
with the installation of the most mod- 
ern machinery in the last two years, 
both the quantity and the quality of 
the pack has been improved, until, 
today, large quantities of fancy sliced, 
tidbit, chunk and fine-cut pineapple 
are being shipped. Careful laboratory 
and processing control, supervised by 
the Pineapple Institute and aided by 
both the U. S. and Puerto Rican 
Governments, are important factors 
contributing to a superior product. 

A year ago the Paton company, 
which is solely responsible for market- 
ing the Institute members’ five brands 
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Puerto Rico’s pineapple 


HOW EFFECTIVE LABEL DESIGN FOR A NEWLY PACKAGED PRODUCT, 


TOGETHER WITH A COORDINATED U. S. MARKETING PROGRAM, 


{S AIDING THE ISLAND’S ‘OPERATION BOOTSTRAP’ 


pw determined effort that Puerto 
Rico is making to raise itself to a 
higher economic level through indus- 
trialization and broadening of its agri- 
cultural base—a movement aptly called 
“Operation Bootstrap”—has been the 
subject of stirring stories recently in 
our magazines and newspapers. 

How package design is playing a 
part in this program by building a 
great new mainland market for Puerto 
Rican pineapple is a story told here 
for the first time. It is convincing 
evidence of the power of packaging— 
soundly conceived and soundly exe- 
cuted—to litt from the doldrums not 
merely one company or one industry, 
but a whole economy. European na- 
tions, struggling to build U. S. mar- 
kets for their packaged 
might well take note. 


The background 


Pineapple has always been a good- 
sized crop in our Caribbean territory, 
an almost-wholly agricultural, tropical 
island measuring about 35 by 100 
miles and teeming with 2,000,000 
people. But prior to 1941, most of 
the pineapples produced on the island 
were shipped to the mainland as fresh 
fruit. The Spanish variety of pine- 
apple grows well in Puerto Rico, ships 
well and has long been popular in the 
United States because of its good 
flavor. 

When the war broke and Hitler’s 
U-boats swarmed into the Caribbean, 
the task of maintaining shipping com- 
munications with our island outpost 
became a critical one. Using precious 
cargo bottoms for a bulky, perishable 
product like fresh pineapple became 
unthinkable. Yet the waste of this 
good food in wartime was equally un- 
thinkable. Puerto Rican pineapple 
producers were given priorities for a 
meager amount of tinplate and canning 
facilities and told to can their product. 

To make the tinplate go farther, 
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PUERTO RICAN 
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FIVE BRANDS sponsored by the Pineapple Institute of Puerto Rico 


now appear in these bright, forceful, modern labels. 


The cannirg of 


this pineapple, previously shipped to the United States only as fresh 
fruit, was a wartime expediency that turned into a peace-time success. 


most of the production was in No. 
10 cans, for the institutional trade and 
the Armed Forces. At first, process- 
ing and canning facilities were crude 
and only crushed pineapple and juice 
were produced. But, with Hawaiian 
pineapple even harder to get, the prod- 
ucts were eagerly accepted by hotels 
and restaurants on the mainland. 

The experience proved that, con- 
trary to expectations, the Puerto Rican 
pineapple could be canned with its 
good flavor preserved and the rudi- 


mentary basis for acceptance of the 
product on the mainland was estab- 
lished. When peace came, the pro- 
ducers were ready to go actively into 
the U. S. market with 
canned pineapple. 


consumer 


The industry benefited from the is 
land government’s “Operation Boot- 
strap,” which got under way in 1946, 
financed by some $162,000,000 in 
excise taxes reaped from Americans’ 
wartime appetite for rum. Acting in 
concert with the government program, 
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ACTUAL SAMPLE of Golden Blossom label 
interesting vignette 
treatment emphasizing the fruit’s fresh-from- 
The lower portion of the 
vignette changes according to the type of pine- 
This is the Institute’s own 
brand; others bear the individual packers’ 


shows clean colors and 
the-field flavor. 
apple contained. 


names. 


which was sparked by American ad- 
visers, the packers tied up with a lead- 
ing mainland distributor of quality 
food products, The John G. Paton Co., 
Inc., New York. The Pineapple In- 
stitute of Puerto Rico, representing 
about 80% of the industry, was formed 
on Jan. 1, 1949, to carry on a coordi- 
nated program. 

The first consumer labels, hastily 
drawn up, left much to be desired, 
but it was decided to start with them 
and work for improvement later. Cer- 
tain sound labeling principles, how- 
ever, were used from the start. 


Capitalizing on the good reputation 
for flavor that the fresh fruit had pre- 
war with mainland housewives, all 
labels stressed that the product was 
not just pineapple, but “Puerto Rican 
pineapple.” 


Mainland practices in the 
use of such terms as “fancy” and 
“extra-heavy syrup” as appetite stimu- 
lators were adopted. (True extra- 
heavy syrup, incidentally, was avail- 
able in the Puerto Rican postwar prod- 
uct long before it was in mainland 
canned goods, because the island is 
one of the world’s greatest sugar pro- 
ducers and usually has a nonexport- 
able surplus.) Every effort was bent 
toward making the term “Puerto 
Rican” synonymous with quality, so 
far as pineapple was concerned. 
From .1946 on, the industry was 
tremendously expanded and acceler- 
ated, but until 1948 inadequate can- 
ning machinery still limited the pack 
to crushed pineapple and juice. But 
with the installation of the most mod- 
ern machinery in the last two years, 
both the quantity and the quality of 
the pack has been improved, until, 
today, large quantities of fancy sliced, 
tidbit, chunk and fine-cut pineapple 
are being shipped. Careful laboratory 
and processing control, supervised by 
the Pineapple Institute and aided by 
both the U. S. and Puertc Rican 
Governments, are important factors 
contributing to a superior product. 
A year ago the Paton company, 
which is solely responsible for market- 
ing the Institute members’ five brands 
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TIP-ON COURTESY MUIRSON LABEL CO. 





in the U. S., decided that it was time 
to do something about the labels. 


Development of labels 


One of America’s most famous 
names in industrial design was com- 
missioned to produce a new label for 
the Silver River brand. The result 
was proof that a good industrial de- 
signer is not always a good package 
designer. His label, in weak shades 
of blue and yellow, was so stream- 
lined as to lose all merchandising im- 
pact and was completely lacking, most 
observers felt, in appetite appeal. The 
only illustration was a small dish of 
crushed pineapple, sunk in a circle 
of solid blue, which, perhaps because 
of the poor complement of colors, 
looked rnore like tapioca. 

About this time, William Longyear, 
head of the Department of Advertising 
and Package Design at Brooklyn’s 
Pratt Institute, was called in for ad- 
vice and consultation. He offered to 
take one of the pineapple labels and 
make it a study project for students in 
his package-design classes. 

More than 100 “Golden Blossom” 
designs were turned out by Mr. Long- 
year’s students, many of them of ex- 
ceptional merit. A few samples of the 
students’ work are shown in an ac- 
companying photograph. Although 
none of these designs was adopted 
intact, they proved the possibilities 
and many of the design and copy 
touches were picked up by commer- 
cial designers in the eventual labels 
for all five brands. 

The Golden Blossom project was 
turned over to an experienced Con- 
necticut package designer, with the re- 
sult shown by the sample label at- 
tached hereto. The other four labels 
were completed by the design depart- 
ment of the label supplier who prints 
all five, using a four-color letterpress 
process plus varnish. 

The Golden Blossom designer was 
instructed to do a fresh, clean job— 
to make this leader of the Puerto Rican 
line distinctly different from existing 
competitive designs. He achieved this 


by a clean white background, against 
which he placed the stylized spikes 
of the pineapple, with the bold red- 
and-white “Golden Blossom” rectangle 
superimposed. Freshness was empha- 
sized by placing, directly under the 
sliced end of the pineapple, a plate 
of the product in whatever form it is 
prepared (sliced, crushed, tidbits or 
fine cut)—putting across forcefully the 
idea that the pineapple comes straight 
from the field to the salad plate. The 
Golden Blossom logotype is like a red 
place card, set in the green leaves of 
the pineapple plant. Copy on the side 
panel was worked out by Paton’s ad- 
vertising agency and is worth a read- 
ing as an example of forceful sell copy. 

Somewhat the same technique—the 
close connection between the fresh 
fruit and the service-plate vignette- 
may be found in the Isabella and Silver 
River labels. 

The Silver River design is interest- 
ing for the S-curve sweep of the yellow 
logotype panel across a bright blue 
background, suggesting a flowing river. 
It is considered particularly effective 
in mass display. The Isabella juice 
label has a black background, with 
the pineapple-to-juice-glass set-up 
broken by a horizontal white brand- 
name panel, edged with yellow. 

Rainbow brand, having a dark blue 
background with a bright red horizon- 
tal stripe, is brightened by rainbow 
coloration of the Rainbow name and 
features a large and realistic vignette 
of the crushed product. 

Blue Diamond has a dark blue dia- 
mond shape linking the two pine- 
apples, atop which sits a plate of slices, 
just under the curving red logotype. 
The rest of the background is a 
variegated light blue. A rendering 
of a gem-cut diamond on a side panel 
serves as a memorable trademark. 


Development of the industry 


Originally, the Puerto Rican pine- 
apple canners acted independently. 
There was wide irregularity in stand- 
ards of product, packaging, labeling 
and marketing. As a result of this, 
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is United States soil, there are no 
tariff barriers and the low prevailing 
wage rates—about one-fourth those on 
the mainland—more than make up for 
shipping costs. Income of the owners 
which is produced in Puerto Rico is 
not subject to Federal income taxation 
and they also get generous local tax 
treatment under the current indus- 
trialization program. 

Through the nationwide distribut- 
ing organization of the Paton com- 
pany, the Puerto Rican pineapple pack 
is sold in 53 marketing areas in the 
United States and its distribution in- 
cludes such large organizations as the 
A & P, Kroger, Safeway, Jewel Tea 
and Red Owl, as well as hundreds of 
other large grocery chains and whole- 
sale grocers. 


-  - ae - Constantly increasing sales volume 
is ample evidence of the success of 
this packaging venture. Although 
there has not yet been time to gauge 
the exact effect of the five new labels, 
the Paton organization anticipates a 


FIRST ATTEMPTS at consumer labels left much to be desired, as demon- 
strated by this Silver River comparison. Dull brown, green and yellow 
colors and jumbled elements of the old label are in striking contrast 
to the display impact created by the new blue and yellow design. 





both the producer and the consumer 
suffered. 

Today—thanks to the Pineapple In- 
Stitute and its place in the over-all 
Puerto Rican recovery program—all 
this is changed. 

Brand and packer identity are re- 
tained on all except the Golden Blos- 
som brand, which is under the Pine- 
apple Institute’s name. It was de- 
cided not to attempt a design rela- 
tionship between the various brand 
labels, but by maintenance of quality 
and stressing of the Puerto Rican ori- 
gin to build acceptance of all Puerto 
Rican brands. 

Today, Puerto Rico realizes that in 
pineapple it has a jackpot crop. In 
fact, pineapple is one of the world’s 
richest crops, yielding $600 per acre, 
as compared with $250 an acre for 
sugar, the island’s agricultural main 
prop. 

Already, members of the Pineapple 
Institute have 6,000 under 
cultivation and are shipping 1,000,000 
cases a year, with a wholesale value 
of more than $4,000,000. Pineapple 
now ranks third in value of all Puerto 
Rican crops, being exceeded only by 
sugar and tobacco. 

Cans are 


acres 


manufactured in the 
United States, body-soldered and then 
flattened, for the purpose of saving 
space in shipping. 

The can supplier has equipped the 
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modernized Puerto Rican plants with 
the latest forming, flanging and seal- 
ing machines. 

The economic position of the in- 
dustry is highly favorable, despite the 
necessity of shipping empty cans 1,400 
miles to the island and the filled cans 
1,400 miles back. Since Puerto Rico 


33'/s% increase in sales this year and 
is satisfied, from retailers’ enthusiastic 
reaction, that it now has quality of 
packaging to match the quality of the 
product. 
Crepits: Golden Blossom label design 
by Robert G. Neubauer, Inc., Bridgeport, 
Conn. All labels supplied by Muirson 
Label Co., Inc., Brooklyn, N. Y. Cans 
by American Can Co., New York 


REPRESENTATIVE of over 100 label suggestions for Golden Blossom, 
worked out as a study project by package-design students at Pratt In- 


stitute, are these six. 


Many of the ideas were used in final labels, 


GOLDEN* 
BLossow 
be 


a 
B 


a =~ 
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GOLDEN 
BLOSSOM 


CRUSHE 
PINE A 
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Paint-spray valve 


LEVER ACTION _facili- 
tates application of Spraint 
enamel from 
aerosol can. 


low-pressure 
Safety clip 
prevents accidental release. 


hen the first enamel packaged 

in a self-spraying aerosol-type 
container reached the market last 
year,°® it was pointed out that modifi- 
cation of the conventional insect-spray 
valve assembly was necessary for fully 
satisfactory results. 

Minit Spray Corp., Chicago, which 
has just introduced a new self-spray- 
ing enamel called Spraint, spent many 
months investigating the valve prob- 
lem. The result was the development 
of a special removable “Dyna-Spray” 
head designed expressly for paint. 

The special spray head screws di- 
rectly to the lower self-sealing valve 
assembly in the-top of a low-pressure 
aerosol can. The valve is easily oper- 
ated with the forefinger and _ is 

small removable 
safety clip which prevents accidental 
actuation of the valve. 


equipped with a 


Also supplied 
with the valve is a clean-out wire for 
the spray opening, particularly use- 
ful when the valve head is switched 
from one color of enamel to another. 
The spray heads, retailing at 20 cents 
each, may be cleaned with turpentine 
or paint thinner; thus the user need 
purchase only one head to go with 
as many cans of Spraint as he wishes 
at $1.69 per can. 

The specially formulated (homog- 
enized) paint, it is pointed out, will 
spray with full efficiency even after 


a shelf life of a year or more. Com- 


® See “Pressurized Paint,” Mopern Packac- 
ING, Oct., 1949, p. 110. 


SPRAINT INTRODUCES A REMOVABLE HEAD SPECIALLY 


DEVELOPED FOR USE WITH AEROSOL ENAMELS 


bination of a polyethylene lower gas- 
ket and a molded Buna upper gasket 
insures that the valve mechanism will 
not be attacked and rendered inopera- 
tive by the enamel itself, which is of 
the 100% pure alkyd type. 

The Spraint label is brilliantly 
printed in red, green, blue and yellow, 
highlighting the product name in a 
white oval. The colors, which radiate 
from the oval in a dynamic swirling 
pattern, also serve as a color chart for 
the product, with the color identity 
printed directly beneath the product 
name. Instructions for use are con- 
fined to the back panel of the label. 

The Dyna-Spray head, packed in a 
small folding box printed in blue, is 
sold from a counter card which holds 
a dozen packages. 

An interesting functional package 
is used to introduce Spraint to key 
buyers throughout the country. This 
is a set-up box whose bright colors 
and design duplicate those of the 
label, with the supplementary invita- 
tion, “Try it yourself.” On opening 
the box, which is mailed direct in a 
corrugated shipping container, the 
buyer finds a can of Spraint, a Dyna- 
Spray head and a small toy wooden 
chair secured in the die-cut platform. 
Printed instructions on the platform 
tell the recipient to set the chair up- 
right, place the box cover in a vertical 


position to form a miniature spray 
booth and test Spraint without fuss 
or muss right at his own desk. The 
unique demonstration kit is credited 
with an important part in winning 
rapid distribution for the product. 


Crepits: Dyna-Spray head, Dyna-Spray 
Corp., Chicago. Low-pressure aerosol 
cans, Continental Can Co., Inc., New 
York. Labels, Albany Label 
Printers, Inc., Chicago. Folding cartons 
for Dyna-Spray head, Ace Carton Corp., 
Chicago. Set-up box for demonstration 
unit, Exclusive Paper Box Co., Inc., 
Chicago. 


Press 


DETAILS of Dyna-Spray head, 
shown upright (left) with hinged 
trigger swung back revealing 
safety clip and orifice and, at 
right, reversed with valve pin 
in view. In right foreground are 
safety clip and clean-out pin. 


DEMONSTRATION KIT sent to key buyers includes can of Spraint, 
Dyna-Spray head (in small carton) and miniature chair packaged in set-up 
box which is quickly converted into spray booth on recipient’s desk. 





Sock 


FAMILY RESEMBLANCE is 
achieved in new boxes, and par- 
ticular uses suggested, through 
action sketches on cover, though 
brand-name _ treatment varies 
widely. Covers are printed in 
blue on white, with “Ball Band” 
trademark in red. Bases are tan. 
Shasta box pioneered technique. 





oe evidence that proper pack- 

aging is essential to increased sales 

i of textile items is the new packaging 
program for wool socks just launched 
by the Mishawaka Rubber & Woolen 
Mfg. Co., Mishawaka, Ind. 

This 80-year-old firm is aggressively 
enlarging the market for its quality 
lines of country, sport, athletic and 
general-wear woolen socks through 
shoe stores, department stores and 
other types of retail outlets. Says 
H. W. Unser, manager of sales pro- 
motion for Mishawaka, “We believe 
that good merchandise must look like 
good merchandise. And this cannot 
be accomplished today with packag- 
ing that is out of harmony with the 
quality of the product.” 

Only recently has attention been 
given to the packaging of men’s woolen 
socks, which in the past has de- 
pended to a great degree on the 
price range of the socks—those in 
higher-priced lines usually appearing 
in some kind of boxes. 

The decision to repackage the fa- 
mous “Ball Band” lines of wool socks 
was not made suddenly. It resulted 
from Mishawaka’s experiments with 
one of their wool-sock models—the 
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Shasta—which was packaged in an 
individual box. 

While no formal survey was made 
by the company, salesmen carefully 
gathered field and market reactions 
to this packaging. A study of com- 
petitive packages convinced the com- 
pany that for “Ball Band” there was 
much room for improvement. Ex- 
perience with the Shasta package 
further indicated that there was a 
very direct relationship between the 
appearance of the package and actual 
sales of the item. Sales of the Shasta 
package exceeded expectations. 

With this experience in mind, the 
management of Mishawaka decided 
to revamp all packaging to meet re- 


NEW AND OLD contrast is 
striking in this study of two 
boxes for same “Captain” ath- 
Former plain white 
box was devoid of all eye appeal 
or suggestion of use. New box 
demonstrates that these are socks 
for basketball, tennis, 
ball, track and other 


letic socks. 


base- 


sports. 


quirements of today’s merchandising. 
This included packaging for greater 
eye appeal, better possibilities in 
massed displays, improved product 
identification and units to stimulate 
multiple sales. 

The new packaging program had 
two objectives: (1) to modernize ex- 
isting boxes and sock labels to do a 
better selling job, (2) to develop a 
family of new boxes for some of the 
company’s higher-priced socks. Con- 
sequently, when a package designer 
was called in by the Mishawaka 
company, he was asked to develop a 
family of boxes that would maintain a 
similarity of appearance, but still indi- 
cate individuality of items. The sock 
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boxes with sock 


SINGLE ITEM LEADS TO COMPLETE REPACKAGING OF MEN’S WOOLEN-HOSE LINE, 


MISHAWAKA’S SUCCESSFUL TEST WITH A 


ACHIEVING INDIVIDUALITY WITH GOOD FAMILY RELATIONSHIP 


labels, too, were to carry a selling 
message and to harmonize with their 
boxes. 

The designers, working in close co- 
operation with Mishawaka, spent 
much time studying and investigating 
paper stocks, containers and printing 
problems in relation to the company’s 
individual needs and requirements. 
Plastic and visual packages were ex- 
amined, but the company did not 
consider them practical for socks, 
which the consumer likes to feel be- 
fore buying. Paper stock, color and 
design were determined on the basis 
of: (1) colors that denote quality, 
(2) practical for specific use and not 
easily soiled, (3) colors that contrast 
well with the Red Ball trademark, 
(4) colors that display the socks to 
good advantage. 

The basic type of set-up box chosen 
has a tan paper-covered base with 
printed white stock for the cover. 
The white cover is imprinted in a 
dark blue and features a single red 
ball . . . the nationally recognized 
“Ball Band” trademark of the Misha- 
waka company. “Ball Band,” itself, 
is synonymous with the company’s 
signature and appears on both ends 
of the boxes, with the trademark. 

For display purposes, this package 
gives the effect of four colors, although 
only two—blue and red—are actually 
printed. In addition to holding the 
manufacturing and printing costs 
within economical limits, this practical 
color combination is believed to be 
excellent for display and does not 
soil easily—an important factor in re- 
tail merchandising. Simple, modern 
line drawings, on each, demonstrate 
the type of sock and its use—general, 
sportswear, athletic, etc. For exam- 
ple, the package for Campus athletic 
socks shows drawings of a football and 
baseball player and a tennis player. 
The Shasta package, appropriately, 
shows a skier; the package for Buffalo 
socks, the drawing of a hunter. In 
this way, all uses for the socks are 
suggested on the packages. 

Another feature of the packages is 
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the inverted printing on one end of 
the lid, which makes the copy read- 
able when the box is nested in the 
inverted lid. This provides product 
identification, stock number, size and 
other information while the socks are 
on display. 

The _ effectiveness of the new 
boxes will determine, to some extent, 
the future designs of new packages 
for the wool items of Mishawaka. 
This company, established in 1868, 
has promoted its wool items directly to 


its dealers by national advertising, 
catalogs, bulletins and flyers for well 
over half a century. 

While it is still too early to deter- 
mine the effect of the new packag- 
ing in the retail markets, the salesmen 
are very enthusiastic and the com- 
pany feels confident that its mod- 
ernized packaging program will in- 
crease sales. 


CrepitT Complete design program, 
Nugent-Graham Studios, Chicago, Ill. 


SOCK RIDERS AND LABELS were redesigned to complement the new 


package treatment in color and theme. 


The Campus line is offered in a 


variation of the basic package with two pairs of socks banded together. 
Card in center is used with half-dozen pairs of socks in lower-priced 


line, tied together with 


cloth tape for 


counter display purposes. 








the 
best 


Cheese 
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} aan looking at still another Pliofilm hit 
parade. These are just a few of the many 
varieties of cheese now going to market—and to 


town—in this moistureproof packaging film. 


Pliofilm is air-, moisture-, liquid-tight. [t keeps 
cheese naturally moist, prevents mold, even when 


stored for long periods. 


It prevents shrinkage. keeps product at peak 
weight until sold. 


Good things are better in 


{ 
\) 


iti Saat 


PACKAGING 
FILM 


Pliofilm, a rubber hydrochloride— 


d 
‘T.M. The Goodyear Tire & Rubber Company 


It prints clearly and sharply, assuring quick 
identification. 


Best of all, Pliofilm permits marketing of cheese 
in economical, ready-for-sale units — eliminating 
rind or waste. 


No wonder Pliofilm has proved one of the most 
effective sales-makers in the history of cheese 
packaging. If you’re not yet using this sparkling 
transparent wrapping, join the profit parade to 
Pliofilm. For information, write: 


Goodyear, Pliofilm Department, Akron 16, Ohio 


Ideal for Self-Service Selling 


More and more super-markets are now pre-packaging cheese in 
PLIOFILM. The customer can see what she’s getting — there's 
no waiting in line for service. And the PLIOFILM wrap is her 
assurance of a fresh, tasty, sanitary product. 


Cheese cut is placed on 
PUOFILM sheet, which is 
folded and sealed, either 
by heat or with tape. 


Various packages of 
cheese, all ranging from 
one pound downward, are 
ready to be placed in the 
open display refrigerated 
case. Note plainly visible 
description, weight and 


price. 


We think you'll like “THE GREATEST STORY EVER TOLD" — Every Sunday— ABC Network, 
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The same type of latticed polystyrene box introduced 
| for strawberries a year ago has now been adopted as 
a retail package for dates by Long’s Date Gardens, Pasa- 
dena, Calif. The lattice box, affording visibility from 
the sides and bottom, is overwrapped with printed cellulose 
acetate film. Box molded by Allied Plastics Co., Los 
Angeles. Polystyrene, Dow Chemical Co., Midland, Mich., 
and Monsanto Chemical Co., Springfield, Mass. Wrap, 
“Colodense” cellulose acetate, Shellmar Products Corp., 
Mt. Vernon, Ohio. 


») Perforated cellophane bags such as are used to pre- 
package fresh fruits and vegetables which must 
“breathe” are adopted by Serugo Rubber Co. as the pack- 


ages for their miniature whistling dolls. The perfora- 


tions overcome three problems which had previously been 
encountered when the dolls were packaged in tightly sealed 
cellophane: the whistle is no longer muffled, the natural 
odor of the rubber escapes and the bag does not break 
because of trapped air which exerted a pressure in han- 
dling. The bags are colorfully printed in bright red and 
yellow. Bags, The Dobeckmun Co., Cleveland, Ohio. 


e) For protection against weight loss and possible for- 
3 mation of mold or slime, Stockyards Packing Co. uses 
a Pliofilm meat casing for its new ready-to-eat, boned, 
roasted turkey loaf, ““Tur-King.” The transparent, printed 
casing is heat sealed on one end and tied at the other end 
to facilitate ease in packaging. C. gz. “Mil-O-Seal,” made 
by Milprint, Inc., Milwaukee, is. Pliofilm, Goodyear 
Tire & Rubber Co., Akron, Ohio. 
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Neocurtasal, a seasoning agent for salt sodium-free 
4 diets produced by Winthrop-Stearns, Inc., is now avail- 
able in unit-service shaker packets for the benefit of hospi- 
tals and travelers who wish to carry small amounts. The 
packets come in strips of five packaged in folding cartons. 
Paper packets, Unit-Packet Co., Chelsea, Mass. 


f= Lilliputian-sized loaves of Nissen’s Old Home Bread, 


overwrapped in printed cellophane, are being dis- 
tributed as samples to acquaint folks with the products of 
John J. Nissen Bakery Co., Portland, Me. The loaves are 
exact replicas of their regular-sized packages. Cellophane 
wrap, Shellmar Products Corp., Mt. Vernon, Ohio. 


The package for Gregor Chocolates, Inc.’s new “Es- 
6 pecially for Men” candies is designed to appeal to men 
and to stimulate the sale of candies as a gift to men. The 
pattern of the gray and maroon wrap was taken from an 
actual piece of herringbone tweed. The custom-tailor 
type of label patch for the company name carries out the 
design theme. Design, Alan Berger, New York. Printed 
wrap, Moe Zuckerman & Sons, New York. Box, Compass 
Paper & Box Co., New York. 


The rich red and gold Lord Calvert gift carton with 
its velour-like finish was such a hit last Christmas 
when it was introduced that Calvert Distillers Corp. has 
adapted it for year-around use. Flocked cartons, Bulkley, 
Dunton & Co., Inc., New York. 


2@)BAaishanan i: 


A pouch fabricated of laminated Pliofilm is used by 

Rogay Food Co. as the new flexible, transparent pack- 
age for salt mackerel fillets in brine. The company re- 
ports the liquid-tight “Makril-Pak” has become one of its 
best selling items. Bag made by Shellmar Products Corp., 
Mt. Vernon, Ohio, of Goodyear Pliofilm. 


Greater ease in handling and in stocking during 

delivery are two advantages of the non-absorbent car- 
tons recently adopted by The Brandt Co., Cleveland, Ohio, 
for its 5-lb. institutional packages of fresh fish fillets. 
The cartons are printed in green and paraffined on both 
sides for additional protection. Cartons made of “Tufbord” 
by Robert Gair Co., New York. 


Hinds Honey & Almond lotion is now available in a 
10 new 8-oz. refillable, polyethylene squeeze bottle. 
Molded of opaque white plastic in the same curved shape 
as the present glass bottle, the new size retails for 79 cents. 
It was introduced last month in a special die-cut boot 
carton. The built-in dispenser in the bottle neck can be 
tilted up by the user when she wishes to refill the un- 
breakable bottle. Bottle, Plax Corp. Div., Hartford-Empire 
Co., Hartford, Conn. Cap, Mack Molding Co., Inc., Wayne, 
N. J. Display carton, Lord Baltimore Press, Baltimore. 


Even an amateur can make a professional-looking 
rosette bow by following the instructions and dia- 
grams printed on Freyberg-Strauss’ new “Bowmaker Spool” 
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put-up (patent pending). The top flange of the spool has 
two notches which may be used for looping the ribbon while 
tying the rosette. 


») Collapsible tubes are being used as the package for 
|? “Sav,” a new plastic cream starch made by Blue 
Magic, Inc. The 6'2-0z. tubes are sold in cartons whose 
printed design repeats the decorative motif of the tubes. 
Tubes, A. H. Wirz, Inc., Chester, Pa. Cartons, Comly- 
Gillam Carton Corp., Philadelphia, Pa. 


® The addition of a red tear-tape strip to the cellophane 
13 overwrap on Smith Brothers cough-drop package is 
a newsworthy innovation that is in keeping with the com- 
pany’s reputation for improvements in protective packaging 
for consumer convenience. The tear tape is applied by a 
special attachment on the wrapping machines. Cellophane 
overwrapping machines, Package Machinery Co., East 
Longmeadow, Mass. 


To protect the freshness of his “Billy’s Butter Bret- 
14 zels,” W. R. Edmondson, Reading, Pa., now puts in- 
dividual servings of the “Bretzels” in cellophane-over- 
wrapped trays, three of which are then packed in the retail 
package—a larger tray overwrapped with printed cello- 
phane. Printed wrap, Milprint, Inc., Milwaukee, Wis., 
using Du Pont cellophane. Trays, Reading Paper Box 
Co., Reading, Pa. Wrapping machine, Hayssen Mfg. Co., 
Sheyboygan, Wis. 


= Wormser Co., New York, increases the tye appeal of 
1) its hair ribbon bows, made complete with bobby pins, 
by packaging them in printed cellophane “basket” pack- 
ages made with double sheets of cellophane stitched to- 
gether with a colored binding that also forms the basket’s 
handle. Bags fabricated and printed by Comet Envelope 
& Paper Co., New York, using cellophane supplied by E. 
I. du Pont de Nemours & Co., Inc., Wilmington, Del. 


@ §6©6This new package of six 1'-0z. “snack” boxes of 
\h Sun-Maid raisins is designed to promote multiple-unit 
sales on confectionery counters in food, drug and variety 
stores where raisins are reported to be gaining as a con- 
fection-type item. The popular small-sized boxes, packed 
in trays with cellophane overwrap, are distributed by H. J. 
Heinz Co. Paperboard trays and cartons, Fibreboard Prod- 
ucts, Inc., San Francisco. Cellophane, E. I. du Pont de 
Nemours & Co., Inec., Wilmington, Del. 





* 
Trees by mail SPIRALLY WOUND PAPERBOARD CONTAINER OFFERS 


A SIMPLE NEW WAY FOR NURSERYMEN TO SHIP GROWING PLANTS 


kp packaging of living plants is a 
boon to nurserymen and_ other 
growers of specialties who are looking 
for ways to enlarge their markets 
through long-distance shipments and 
mail orders. In fact this is today a 
very fast growing field for packaging. 


Of particular interest is a new mail- 


ing tube adopted by Earle Dilatush, 
Robbinsville, N. J., for the mailing of 
live holly trees, rooted in earth and 
ready for planting on arrival. The 
same container is suitable for any 
number of small plants, shrubs or 
seedling trees and during the next 
few months it is expected it will be 
used widely by Southern growers for 
shipping and mailing azaleas. 

In appearance the container looks 
very much like any other large-sized 
mailing tube. It is 3 in. in diameter 

It is made of spirally 
wound laminated kraft, interiorally 
coated with microcrystalline wax for 


and 18 in. long. 


protection against moisture contained 
in the soil about the roots of the 
plant. The exterior of the tube is 
covered with coated paper. Red was 
used for the holiday season, but the 
color may be changed for year-around 
use. The tube is cut into two sec- 
tions, one about twice as long as the 
other. A spirally wound heavy kraft 
insert in the longer one permits the 
two sections to be telescoped to- 
Both ends of the tube are 
metal, the top end perforated with 


gether. 


three holes to allow for air circula- 
tion. Roots of the plant and_ soil 
are placed in the shorter section of 
the tube, while the stem and leaves 
extend into the upper section when 
the two parts of the container are tele- 
scoped together. 

A disk of corrugated board, cut to 
fit the interior circumference of the 
tube, is made with a hole in the center 
and slotted so that it may be fitted 
around the stem of the plant. This 
disk secures the tree and soil in the 
bottom end of the container, where it 
stays until the disk is removed and the 
plant taken out. 

The end of the container that holds 
roots and soil may also serve as a 
temporary pot for indoor growing, 


due to the moistureproof coating of 
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METAL-END TUBE is of laminated kraft, coated inside with micro- 


crystalline wax. 
tree and soil in container. 


together. Holes in end allow 


the fibreboard. 
the label directs that holes be punched 
in the metal bottom and that the pa- 
perboard disk be removed. This base 


For such use, copy on 


it is believed, might be used also as 
a convenient method for setting out 
the plants by merely putting plant 
and base in the ground and letting the 
latter disintegrate as the plant grows. 
Dilatush has not recommended this be 
done until further experiments prove 


Slotted corrugated disk around stem secures holly 
Wrap-around address label seals sections 
air circulation. 


Base is temporary pot. 


it has no effect on the plant s growth. 

A printed wrap-around label seals 
the two parts of the container to- 
gether, identifies the package with the 
nurseryman’s 


name and_ trademark 


and provides a place for the pur- 
chaser’s mailing address. The label 


also carries directions for planting. 


Creprt Containers, Cleveland Con- 


tainer Co., Cleveland, Ohio 





or several months, Kraft Foods Co. 

has been test marketing what it 
considers a sensational new product 
in the cheese field—process cheese in 
slices, distinctively packaged at the 
factory immediately after pasteuriza- 
tion. 

In view of the overwhelming accep- 
tance of the product by food-store 
retailers as well as consumers, G. C. 
Pound, executive vice president of the 
company, has announced that the new 
Kraft De Luxe Slices—in four popular 
kinds of cheese—will be available na- 
tionally by early spring. Kraft will 
throw the full weight of its advertis- 
ing and merchandising know-how be- 
hind the new product. 


To the consumer, many of the ad- 
vantages of factory-packaged cheese 
slices are obvious: 


protection against 
handling all the way to the user’s own 
home, unmistakable brand identifica- 
tion and 
slices. 


more attractive, uniform 
One of the most important features 
of the new Kraft cheese products, 


however, is the fact that the slices 


themselves will not stick together, 
In fact, 
all of the handicaps of store-sliced 
cheese—variations in thickness of 
slices, breakage, slivered edges, imper- 
fect packages, drying out, curled ends, 
etc.—are overcome through the ex- 


even after days and weeks. 


clusive, patented process. The unique 
qualities of the new Kraft products 
stem from the fact that the cheese is 
actually made in slices, rather than 
sliced. 

Grocers have welcomed the Kraft 
ready-sliced cheeses because they 
eliminate costly, time-consuming slic 
ing, weighing and packaging by their 
own personnel, permitting them to 
control inventories of sliced cheese 
more closely and devote more time 
to displays and related merchandising 
efforts. 

Since stocking of the new cheese 
slices, many of them report they have 
from 12 to 18 extra hours per week to 
devote to aggressive merchandising, 
with corresponding increases in dairy- 
department sales. 

Despite the success of Kraft’s 5-lb. 


THE FOUR TYPES of 
cheese currently being 
introduced in slices, 
uniformly packaged in 
rubber-wax-coated, heat- 
sealed cellophane. Cel- 
lophane is printed in 
various colors accord- 
ing to the cheese type. 


loaf of process cheese, which was in- 
troduced in 1921, followed by the 
Ib. package in 1924 and the 2-lb. 
loaf in 1932, the company has long 
recognized the growing consumer de- 
mand for high-quality, brand-identi- 
fied cheese in slices. Kraft success- 
fully test marketed such a product in 
1941, but the war interrupted this 
program. The new family of products 
is actually the outgrowth of develop- 
ments encompassing all phases of 
the manufacturing process and pack- 
aging of cheese. 

At present Kraft De Luxe Cheese 
in slices is available in American, 
Swiss, Pimento and Old English types. 
The process is also being adapted to 
certain other Kraft cheeses which will 
make their market appearance at a 
later date. 

Each package weighs exactly */: lb. 
and contains eight 1-oz. 
cheese. 


slices of 
The slices, measuring */s in. 
thick and 3 in. square, are just the 
right size for sandwich making and 
ideally suited for the cheese tray and 
dessert service, although they may 
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also be used conveniently in any other 
way for which pasteurized process 
cheese is suited. Food-serving es- 
tablishments find them particularly 
handy because the slices are uniform 
in size and thickness and do not tend 
to cling together. 

Instead of being made in loaf form 
and sliced later, the blended and 
pasteurized fluid cheese runs over a 
chilled rotating drum, leaving it in 
the form of a ribbon several feet wide. 
Razor-sharp cutters slice the cheese 
into strips 3 in. wide and eight such 
strips are automatically gathered into 
a stack on moving conveyors. An- 
other cutter then slices through the 
stack to produce 3-in. squares, which 
are automatically wrapped and sealed 
ready for distribution. All of the 
machinery was specially developed by 
Kraft and is considered highly con- 
fidential. 

The brightly printed wrappers for 
the new Kraft cheeses consist of cel- 


EACH SLICE is *’,-in. 
thick and each weighs 
precisely 1 oz.—just 
right for a sandwich. 
This shows recommend- 
ed method of opening 
and reclosing: a knife 
cut on three sides, 
leaving a hinged flap 
that can be pressed back 
on remaining slices for 
continued protection. 
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lophane with a continuous rubber- 
wax coating, similar to the material 
widely used by Kraft for a number 
of other cheese items. Each wrapper 
features the notation, “8 Kraft De 
Luxe Slices” on the top panel, with 
the description of variety and a price 
patch in the lower right corner. Color 
coding of the wrappers facilitates im- 
mediate identification of variety by 
the consumer, with light blue used 
as a background for American cheese, 
red for Pimento, dark blue for Swiss 
and light blue for Old English. Type 
matter on this panel is predominantly 
white and yellow, with red used for 
contrast on the Old English package 
for the product name and as a back- 
ground panel for the word “sharp.” 
Copy on the four sides of the pack- 
age is held to a minimum, identifying 
the cheese by brand and manufacturer 
and highlighting the fact that the 
package contains eight slices. The 
latter is an important detail, for the 


slices are so uniform and edges so 
sauare that they appear to be a solid 
block of cheese. The bottom of the 
wrapper carries only a coding stamp, 
allowing the appetizing appearance 
of the product to be fully observed by 
the customer. 

In test marketing the new product, 
Kraft found that housewives reacted 
favorably to the neat, colorful pack- 
ages and were particularly happy to 
find that the slices could be separated 
without sticking or breakage, regard- 
less of temperature variations. An- 
other feature which won their acclaim 
was the ease with which the package 
may be opened and reclosed for stor- 
ing unused slices. Added to these 
favorable factors was the assurance 
that the slices had been packaged 
under the cleanliness standards of a 
reputable food manufacturer, without 
being subjected to subsequent han- 
dling. 

Kraft 


Introduction of the new 
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’ CHEESE IS MADE in a single ° .in.-thick sheet in- CHEESE IS SEALED in packages on secret high-speed ma- 
stead of in the usual loaf form. These thin sheets 


chinery within minutes after it emerges from the pasteuriz- 
are sliced into 3-in. ribbons, which are then gathered 


ing process and is then ready for packing in shippers and 
into stacks eight high and cut into 3-in. squares ready distribution. Introduction of the new cheese slices in test 
for packaging. Automatic machinery specially devel- markets, according to Kraft, sent sales rocketing, with some 


oped by Kraft is used throughout the entire procedure. of the test stores reporting increases to be as high as 400%. 


cheeses in test markets sent cheese packaged cheese slices on a national 
sales rocketing, with some stores said basis. 
to be reporting increases as high as For demonstrating the new pack- 
400%. ages to their retail accounts, Kraft 
The products lend themselves sales representatives have been pro- 
ideally to effective store displays, since vided with a special book-style set-up 
the wrappers are colorful and identify box of unusual beauty and effective- 
= the contents clearly. This is not al- ness. 


ways the case with store-sliced and This box features a handsome 


Bee Z ‘ wrapped cheese, which customarily cover paper in blue, embossed to simu 

——- <> <= employs only a small label for price late the appearance of leather. Green- 
<—es ee marking and other information. gold pyroxylin embossed stock on 

SS << f Kraft is introducing its new De three sides furthers the impression of 

<> Lat Luxe slices with a heavy advertising a richly bound volume This box 

oil f schedule in newspapers, coordinated holds six of the new packages in die 

Py a ices & with four-color, double-spread_ inse1 cut openings in the platform, which is 


tions in national magazines and ex covered with blue velour stock. The 
SALES PROMOTION is heavily 


mounted behind what Kraft be- 


tensive radio and television comme only printing on the package appears 
cials. on a yellow label on the inside of the 
lieves to _ the most gam These media will also be suppl padded lid and is confined toa brief 
tionary packaging step in the . : 
ee es . : mented by a variety of point-of-sal: identification of the contents. 
cheese field in many years. Hl ‘ 
; : material and other types of special 
lustrated akove is a presentation lispl ¢ 
. ( - avs. = > 
package used by salesmen in store displays Crepits: Parakote wrappers for cheese 


dealer contacts. The book-style The company points out that this is slices, Marathon Corp., Menasha, Wis 
set-up box has blue cover paper the first time it has been possible for Book-style demonstration box for sales 
embossed to simulate leather. any manufacturer to advertise factorv- staf, W. C. Ritchie & Co., Chicago 
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Sm sales strategy dictated the 


selection of the new “family” de- 
signed, sealed, sanitized, metal-end 
fibre containers now being introduced 
by the Swing-A-Way Mfg. Co., St. 
Louis, Mo. 

When the company set out to in- 
crease customer good will recently by 
revamping the packaging for its line 
of kitchen tools—wall-type can and jar 
openers, knife sharpeners and_ ice 
crushers—a check of retailer complaints 
disclosed that a sealed, tamperproof 
container would alleviate fully 90% 
of the complaints. It was evident 
from the complaints that screws, in- 
struction sheets and small parts were 
missing in many of the cartoned tools 
because they were accidentally lost 
when the cartons were opened for ex- 
amination, or purposely removed by 
sales clerks who “borrowed” items 
from one package to make another 
one complete. 

Swing-A-Way’s answer to these 
complaints was the adoption of the 
sealed canisters that can only be 
opened by cutting off one of the ends. 

Then company officials realized that 
not only did the containers correct a 
fault of the previous package, but that 
they made possible a positive packag- 
ing “plus” that was bound to appeal 
to consumers. 

Why wouldn't it be smart and logi- 
cal to find some way of sanitizing the 
containers and their contents to assure 
the consumer that the tool was com- 


TREATMENT consists of passing 


germicidal lamps. 


GLEAMING FOIL wraps Swing-A-Way family of metal-end fibre cans 
in which appliances are sealed after germicidal treatment at factory. 


pletely sanitary when taken from the 
package? It could be an important 
advertising and selling point. 

The company took a tip from food 
looked for a 
Many 
food companies have installed germi- 
cidal lights around their packing line 
and this could also be done, Swing- 
A-Way thought, at their plant. Gen- 
eral Electric technicians, called in for 


processors when they 


suitable sanitizing method. 


advice, designed a “tunnel” over the 
packaging line in which a battery of 
germicidal lamps was installed. Now, 
all the containers and any of the tools 
that have any possible contact with 
foods are fed by conveyor through 
this tunnel so that they are exposed to 
the germ-killing rays just before the 


containers are automatically capped 


open containers under battery of 


Gloved attendants drop enclosures in before capping. 


and sealed. All the packages carry on 
one side the significant legend, “Sani- 
tary sealed in this package.” 

The exterior of the package helps 
convey the idea of cleanliness. The 
containers have shiny foil wrap- 
around labels printed in four colors, 
with white and 


dominating. 


a bright blue pre- 


Striking illustrations of the prod- 
uct are reproduced on one side of the 
label, where the natural foil back- 
ground immediately suggests the pol- 


ished metal parts. Distinctive features 


of the tools are highlighted in the il- 
lustration by printing in red ink. Two 
of the sides have identical design treat- 
ment—presentation of the Swing-A- 
Way trademark and product identi- 
fication—which provides strong family 
relationship. The fourth panel has a 
series of four small pen-line diagran- 
matic illustrations pointing out the 
operating features of the tool. 
Company officials believe the re- 
packaged line, just now being dis- 
tributed, 


for increased sales by virtue of its ad- 


offers many opportunities 
ditional protective features and its at 


tractive appearance. 


Crepits: Label design, Walter Moore 
& Associates, St. Louis, Mo Cans, 
Sefton Fibre Can Co., St. Louis. Labels, 
Highland Supply Corp., Highland, Il. 
Can-capping machine, Sefton Fibre Can 


Co., St. Louis, Mo 
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A collection of litthe paperboard figures in full-dress uniforms 
of various famed British Regiments are striking elements in the 
new point-of-sale display for Kings Men toiletries produced by 
“42” Products, Ltd., Los Angeles. The display, which is full- 
color lithographed, includes a “sentry box” in the traditional 
red and white colors, with a silver-colored aluminum foil back- 
ground and shelf on which stands a bottle of Kings Men toilet 
water. The Kings Men cut-out figures, as well as the sentry box, 
are 12 in. tall. The retailer may arrange the little figures around 
the sentry box or with larger elements also provided with the 
display set-up, depending upon the display space available. Dis- 
play, Einson-Freeman Co., Inc., Long Island City, N. Y. 


be 


Stop Lipstick Searing 
“LIP-STAE 


KEEPS LIPSTICK ON you! 


KEEPS LIPSTICK 
OFF 


HIM, CIGARETTES, " 
EMRE GASSES, LINENS, CLOTHES 6? 


dow Niqund Lip Sree over pour femtn pl 


poses 


Twenty 50-ft. carded reels of Poloron Products Corp.’s spring promotion Lip-Stae, a _ lipstick coating, is 
Supplex plastic garden hose centers around this point-of-sale piece being merchandised in this new 
are displayed in less than 4 to encourage retailers to departmentalize patented pilferproof dispenser that 
sq. ft. of space by this “‘Si- their picnic products by putting all mer- takes up only 10'/, sq. in. of 
lent Salesman” floor display. chandise of this type in one section. counter space. Lip-Stae packages 
Made of steel, it stands 5 When vacation needs are grouped in this are visible through windows in 
ft. high and is mounted on fashion, sales of all lines on display, front, but are removed from the 
skids to permit easy cleaning including Poloron’s, increase substantially. back, thereby permitting only the 
underneath the stand. Dis- The display can be used in windows, sales person to remove packages. 
play, Formed Products Co., on counters, or in aisles. Display, Con- Display, Warner Bros. Co., Bridge- 
Long Island, N. Y. solidated Lithographing Corp., New York. port, Conn. 
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To promote the sale of Sealtuft This “Big 26” 
Slip Seats, Jason Corp., Hobo- 
ken, N. J., has adopted this self- 
dispensing fibreboard display 
of collapsible construction. It 
measures 20 in. wide, 19'/, in. 
deep and 23 in. high, and each 
slip seat is accompanied by an 
instruction sheet showing how ing slots from which they 
to cover various kinds of chairs. can be slid easily. Display, 
Display, Hinde & Dauch Paper Chas. J. Schmitt Co., San 
Co., Sandusky, Ohio. - Francisco, Calif. 


self-vending 
paperboard display for 26 
packages of NoDoz Awaken- 
ers, wake-up tablets made by 
Harrison Products, Inc., may 
be used on the wall or coun- 
ter of drug stores. The pack- 
ages stand above two vend- 


Cell-O-Core Co., Akron,Ohio, 
and Oak Rubber Co., Ra- 
venna, Ohio, are giving new 
impetus to balloon sales 
through the use of Oak Rub- 
ber’s laughing clown figure 
and Cell-O-Core’s candy-stripe 
balloon sticks made of heat- 
sealed cellophane. The 16- 
in.-high display is made of 
solid, unbreakable rubber and 
gaily decorated in red, blue 
and yellow colors against a 
white background. 
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Merchandising of assorted sizes of The complete range of shades of Northam War- Placing photographic film 
General Electric Co.’s flashlight bulbs ren Corp.’s Cutex Nail Brilliance and Cutex “up front” without crowding 
is aided by this easel-back dispenser lipstick is conveniently and effectively pre- counter space has been ac- 
display container. Made of strong sented on cosmetic counters in this self-sell- complished by Eastman Ko- 
paperboard in folding construction it ing display unit that occupies a minimum of dak Co. with this smart, 
has a rigid tray with drawer pull. space. Measurements of the plastic stand are revolving metal display called 
Holes for inserting bulbs in the tray are 9'/, in. deep by 11'/s in. wide. A descriptive “Kodak Film Center.” It 
hinged rather than completely cut out and illustrative color chart included with the holds 210 rolls of Kodak 
to help grip the bulbs. ‘“Tuf-Bord” display aids the customer in selecting polish Verichrome film in the most 
display container, Robert Gair Co., Inc., shades. The chart is removable, but is securely popular sizes. Display, Ad- 
New York. held in place at the back of the stand. vance Display Co., Chicago. 
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Story-telling candy boxes 


HELEN HARRISON ADOPTS A COLORFUL ARRAY OF PASTEL PACKAGES 


Me™ businesses, particularly in 
the candy field, start in a small 
way, but as they reach national pro- 
portions, their original packaging can 
no longer be expected to do the right 
kind of selling job. 

A good example is the Helen Har- 
rison Candy Co., Chicago. Starting 
with home-made candy and still care- 
fully preparing its products of the 
finest ingredients, this company has 
been marketing its candies for many 
years throughout the United States, 
selling exclusively through one outlet 
in a city. Until recently, however, 
the candies were packaged in boxes 
of haphazard design, distinguished 
only by the name, “Helen Harrison,” 
and a caption, “candies of distinc- 
tion.” During the past year Merle 
Hanson, president of the company, 
has been streamlining operations and 
one of his first steps was to meet ris- 
ing competition by creating a new 


THAT MEET THE NEED OF A GROWING NATIONAL MARKET 


look for this old-line product, with 
packaging in keeping with its quality. 

A young woman designer was com- 
missioned to go over the entire line, 
working on one item at a time as 
current stocks of packaging supplies 
were used up. Gradually the new 
packages are achieving a new family 
unity and individuality. 

The approach is an old-fashioned 
theme for the box wraps, but carried 
out in a gay, sophisticated, modern 
way that has a story-telling quality, 
Interest 
is centered around the figures of a 
flirtatious Gay Nineties couple “in the 


easily adapted to all sizes. 


park.” The same couple is also used 
on some packages in an indoor set- 
ting suggesting hospitality. 

Colors were selected for appetite 
appeal and to suggest the dessert 
character of the product. Against flat 
pastel backgrounds, spaced areas of 
brilliant 


aqua and brown are color 


GAY NINETIES theme with modern treatment lends pictorial interest. 


Different-colored backgrounds are eve 


eatching in mass display.  In- 


gredients and address information are skillfully incorporated in the two 


horizontal bands and thus do 


not interfere with the picture effect. 


balanced with touches of light green, 
red, black and white. 
colors 


For economy, background 


may be changed, using the same 
plates for different candies packed in 
A pink back- 
ground is used for Chocolates and 
Bonbons, while six other pastel shades 
This 
provides an unusually colorful effect 
for mass display, while each variety 
is identified by its background color. 

Another innovation is the use of 
two printed bands to carry complete 


the same-sized boxes. 


are used for other packages. 


ingredients and address boldly across 
the tops of the boxes. In this manner, 
informative matter is kept from inter- 
fering with the picture effect of the 
wraps, is highlighted from the rest of 
the design and at the time 
frames the illustration top and bottom. 
Sides of the box wrap are thus free 


Same 


for depicting a continuous design of 
Gay Nineties figures, some on bicycles, 
some in carriages, a child rolling a 
hoop, etc., carrying out the “in the 
park” idea. 

The Helen Harrison logotype has 
been changed to modern script and 
with the slogan, “candies of distinc- 
tion,” will eventually be used also in- 
side the box and on letterheads. 

Flat color plates were made from 
black drawings and lithographed in 
six colors, using opaque inks, closely 
matched to the water-color opaques 
A 60-lb., 


lightly linen-textured paper was. se- 


of the original color sketch. 


a soft color effect and is 
left unvarnished, as the 


lected for 
boxes are 
cellophane overwrapped for handling 
protection. This decorative treatment 
gives a fresh, sketch-like appearance. 
Orders for the new packages show 
a very satisfying increase and the new 
packaging is proving a big aid in 
extending the line to wider markets, 
the company states. 
Crepits: Design, Cele Rosen 
Lithography, Michigan 
Co., Grand Rapids, Mich., and E. F. 
Schmidt Co., Milwaukee, Wis. Boxes, 
United Paper Box Mutual 
Paper Box Corp 


Chic ago 
Lithographing 


Corp. and 
Chicago 











—. Set-up Boxes 
the quality you want 
the quantity you need 


(a hundred to a million) 


ask BURT 


F.N. Burt Company Inc., Manufacturers of Small 
Set-up Boxes, Folding Cartons, Transparent Containers 
500-540 Seneca Street, Buffalo 4, New York 
Offices in Principal Cities Or Write Direct 

‘ Canadian Division: Dominion Paper Box Co., Ltd. 
469-483 King Street W., Toronto, Canada 


OUR SAVINGS ON LABOR ALONE 
WILL PAY FOR THIS MACHINE IN 
8 MONTHS TO A YEAR! 


...an example of the savings made 


by modern “PACKAGE” machines 


The statement quoted above was made 
by a manufacturer who had recently 
installed one of our wrapping ma- 
chines. In his case, the machine elimi- 
nated many hand operations, making 
a striking saving in labor costs. It also 
resulted in a considerable saving of 
packaging material. 

Many executives are not fully aware 
of the economies that modernization 
of their packaging departments would 
make possible . . . A survey of their 
present equipment and a comparison 
with the performance of new machines 
is to them a real eye-opener! 

Consider, for example, the savings 
and added production flexibility of- 
fered by a new wrapping machine op- 
erating at 100 packages a minute as 
against an old model doing only 60. 


You'll undoubtedly find, too, that the 
new machine consumes less wrapping 
material . . . That a saving is made on 
damaged cartons, due to its use of auto- 
matic overload releases. Change-over 
time for different sizes has also been 
shortened—some models, for instance, 
require only a few hand-wheel adjust- 
ments ... The insertion of a new roll 
of wrapping material has been simpli- 
fied. Valuable man-hours are saved 
every day. 

So we suggest that if you are seeking 
new savings, look into your packaging 
methods. Better still, do it with the as- 
sistance of a “PACKAGE” representa- 
tive. You'll find him well informed 
on all phases of packaging and in the 
factors that make a packaging dollar 
go further. 


See us at the PACKAGING SHOW 


EVELAN 
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TECHNICAL 


ENGINEERING e METHODS e TESTING 


Charles A. Southwick Jr. © Technical Editor 


The story of Pyequick 


TECHNICAL DEVELOPMENT BEHIND A UNIQUE PACKAGE FOR A 


REVOLUTIONARY PRODUCT IS TOLD FOR THE FIRST TIME BY THE 


MAN WHO DIRECTED IT. By 


Apele Pyequick, the first of Gen- 
eral Mills’ postwar food special- 
ties, has been rolling from the pro- 
duction line since November, 1946. 
During the three years of its life, its 
package has protected it well, despite 
the product’s natural thirst for water 
vapor. In the true test of actual, na- 
tion-wide merchandising, the pack- 
age has given Apple Pyequick a shelf 
life which ranks near the top among 
General Mills’ grocery specialties. 

Such performance is gratifying—per- 
haps a little surprising—because Pye- 
quick presented a packaging problem 
of greater-than-average proportions. 
Since it is essentially a complete pie 
in a package, it includes an apple 
filling of unusually low moisture con- 
tent and a pastry component which 
has vastly different moisture-equilib- 
rium characteristics. 


The filling package 


In establishing specifications for 
the apple filling, the Foods and Nu- 
trition Department of General Mills 
Research Laboratories had _ insisted 
that the apples be principally in the 
form of slices, rather than small bits, 
to make the finished product closely 
resemble a home-made pie. In addi- 
tion, it was required that the apples 
be in such physical form that recon- 
stitution be partially complete after a 
short soaking period of approximately 
10 minutes (the length of time needed 


ad of Physics Research Dept., General 
Mille Research Laboratories, Minneapolis, Minn. 


for the preparation of the crust) and 
entirely complete after baking—a re- 
quirement that naturally incre:ised the 
problem of water-vapor protection. 
While an inspection of the moisture- 
equilibrium characteristics of the dried 
apples (Fig. 1), together with obser- 
vations of their behavior in moderately 
humid atmospheres, soon leads to the 
conclusion that the product is quite 
hygroscopic, this fact alone, of course, 
does not completely define the pack- 
aging problem. If the moisture con- 
tent could be permitted to increase 


L. F. 


Borchardt® 


from an initial low value of, say, 1 or 
2% to as high as 20%, the packag- 
ing problem would assume certain 
proportions; if, however, the moisture 
content must be held below 
value such as 4% 
become 


some 
, the problem would 
one of a different order of 
magnitude. The fact that the apples, 
after processing, contain no artificial 
preservative would immediately indi- 
cate that high moisture levels could 
not be tolerated. 

In the development of satisfactory 
packages for many hygroscopic mate- 


FIG. 1—MOISTURE-EQUILIBRIUM CHARACTERISTICS AT 25° C. 
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EXPERIMENTAL PACKAGE for Pyequick 
apple slices—one of hundreds tested—is the pastry component of Pyequick. 
laboratory. 


fabricated in Mills 


General 


rials, simple laboratory determinations 
readily reveal the threshold moisture 
limits beyond which the products be- 
come unsalable. With beverage pow- 
ders and soluble coffee, for instance, 
studies on the moisture content at 
which these products “cake” determine 
to a great extent the maximum mois- 
ture levels which can be tolerated re- 
gardless of the age of the packaged 
products. Calculations to determine 
the requirements of an adequate 
water-vapor barrier for the conditions 
of storage then become straightfor- 
ward. 

With many food products such as 
dehydrated apples, it soon becomes 
apparent that defining the problem is 
in itself more complex. Even though, 
for instance, the moisture content of 
freshly packed apples were suddenly 
allowed to reach an unreasonably high 
level, little or no deterioration would 
result provided the length of storage 
at that moisture content were not long. 
But how long? 
month? 


A day, a week, a 
The criterion of maximum 


moisture content and of maximum 


storage-life limitations is clearly not 
a simple function of either of these 
two variables taken alone, but a com- 
plex function of both. The first prob- 
lem, then, becomes one of evaluating 
that function. 


In experiments designed for that 
evaluation, it was with reluctance 
that the refined methods of 
package engineering had to be aban- 
doned in favor of the “brute force” 
procedures in which the product is 
packed in a number of package types 
and its quality (moisture, taste, color, 
etc.) evaluated at the conclusion of 


more 


122 


In the initial 
phases of the work, approximately 50 
grams of the dried apples were packed 
in cartons measuring 2*/. by 1°/s by 4 


g- 


various storage periods. 


in. Various types of water-vapor bar- 
riers were used—barriers which in the 
past had proved quite satisfactory for 
a number of General Mills’ existing 
products (but intended in the Pye- 
quick work only to be a means of 
orientation). Cartons provided with 
liners of waxed glassine, others with 
liners of laminated glassine, wax- 
dipped Southern kraft cartons and 
cartons overwrapped with a simple, 
light-gauge aluminum foil,  glue- 
mounted to paper, were among the 
first containers investigated. Air- and 
nitrogen-packed metal cans were used 
as controls. 

All experimental variations were 
stored in the laboratory weather room, 
from which samples were withdrawn 
every four weeks for an evaluation of 
the factors of quality. Moisture con- 
tents were determined on the product 
itself and not by noting weight gains 
of the package. Mills’ 
weather-room conditions are varied 


General 


over a 24-hr. cycle, with a temperature 
of 90 deg. F. being maintained for 
10.5 hrs., reduced in a_ controlled 
manner in 8 hrs. to 70 deg., where it 
remains 4 hrs. before again being al- 
lowed to increase toward 90 deg. 
The control equipment is designed to 
make the rate of temperature increase 
and decrease independent of prevail- 
ing ambient conditions. Relative hu- 
midity is maintained constant at 65% 
throughout the 24-hr. cycle. From 
the standpoint of water-vapor pres- 
these conditions 


sure, approximate 


o 


GREASEPROOF TESTS were essential for the material used to enclose 


Here researchers conduct grease- 


penetration tests, while the girl at the left operates a Mullen tester. 


those found in the Gulf Coast area 
during the summer months. 

With products like Pyequick, Gen- 
eral Mills’ laboratory standards de- 
mand a weather-room shelf life of at 
least six months. Shelf life is defined 
as the maximum storage period dur- 
ing which the product remains in ac- 
ceptable condition as determined by a 
critical test panel. It does not imply 
absence of deterioration from initial 
quality, a condition long ago found 
impossible for all food products re- 
gardless of package types employed. 

In the present initial test, the prod- 
uct was found to be in unacceptable 
condition after 24 weeks in all pack- 
ages except the metal cans. The 
apples were brown to black in color, 
were tasteless and either reconstituted 
to a mush or failed to reconstitute at 
all. Moisture contents increased from 
the initial 3% to 7% and in some 
cases as high as 12%. 

While the wax-dipped packages 
provided the higher levels of protec- 
tion, it was apparent that protection 
of a higher order of magnitude was 
needed. The fact that the metal cans 
were able to afford that protection 
demonstrated that the problem was 
capable of solution. Except as a last 
resort, cans were not considered, both 
because of economics and because of 
the problems involved in producing a 
unit package for the filling and the 
crust mixes having the desirable char- 
acteristics required for good merchan- 
dising. The possibility of packing the 
filling and crust mixes in the same 
hermetically sealed container was, of 
course, considered, but the study of 
the moisture-equilibrium —character- 
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istics of flour and the dried apples 
(Fig. 1) had revealed that in order 
to prevent an undesirable degree of 
moisture transfer from the flour to the 
apples, the flour would have to be 
dried to a point considered unsafe for 
that product. 

After a number of tests of the above 
type in which packages hand fabri- 
cated from some of the better water- 
vapor barriers were used, it was de- 
termined that if the apples could be 
packed out at a moisture content of 
2% or less, a terminal moisture of 4% 
could be permitted after a weather- 
room storage period of six months. 
Improvements in drying techniques 
permitted apples to be produced at 
such a moisture level that, even after 
being shipped in bulk containers more 
than half way across the continent, 
they could still be packed in the con- 
sumer package at 2% or less. The 
problem of designing a package capa- 
ble of holding the final moisture be- 
low 4% remained. 

Because of the all-too-familiar pack- 
aging machinery delivery situation ex- 
isting at the time, the package had 
to be capable of being fabricated on 
conventional equipment. 


approach of 


The rapid 
Pyequick 
packaging operations did not permit 
time for the development of equip- 


commercial 


ment for some of the unique and ex- 
ceptionally fine-performing packages 
With such 
a limitation, then, a given w ater-vapor 


which are on the horizon. 


barrier is primarily restricted to use 


either as a carton overw rap OF as a Car- 
ton liner (or prefabricated bag-in-a- 
box). 


Experiments designed to evalu- 
ate the suitability of some of the 
available, excellent barriers for possi- 


ble use in the problem at hand were 
set up. Of perhaps even greater im- 
portance was the question of whether 
or not conventional packaging meth- 
ods were capable of fabricating even 
the best materials into an acceptable 
package. 

The experimental carton for the 
apple component, with its approxi- 
mately 45 sq. in. of surface area and 
its 50 grams of contained product, 
could be allowed to pass approxi- 
mately 1.0 grams of water vapor (50 
[0.04 — 0.02]) in a six months’ 
weather-room storage period where 
0.04 and 0.02 are respectively the 
final and initial moisture contents. A 
water-vapor-permeability rate, T in 
grams per 100 sq. in. per 24 hrs. at 
storage conditions, can be tolerated 

365 45 
such that T x x = 

2 100 
T = 0.012. A barrier having a per- 
meability value of 0.00 (g./100 sq. 
in./24 hrs. at 90 deg. F. and 90% r-.h.) 
in the flat and 0.083 creased should be 
of interest, especially when it is noted 
that those values were obtained at 


1.0 or 


conditions appreciably more severe 
than in the weather room. 

Such permeability characteristics 
were found in a sheet designated as 
WL-390. 
0.00035-in. 


It is a three-ply sheet with 


aluminum foil “buried” 


between opaque glassine and a sulfite 
tissue. A thermoplastic between the 
foil and tissue passes through the 
tissue when heat is applied and effects 
a seal. While WL-390 is only one of 
scores of materials studied in thou- 
sands of packages, the results are so 
typical of those obtained with the 
better barriers that discussion will be 
limited to it alone. 

Hand-fabricated carton liners were 
first made by wrapping a sheet of 
WL-390 around a wooden mandrel 
and heat sealing the side and bottom 
in a manner similar to that carried out 
in several types of commercial equip- 
ment. When these packages showed 
encouraging results, the work was re- 
peated using commercial lining equip- 
ment located in one of our plants. 
Simultaneously, arrangements were 
made with Chris Hansen’s Laboratory 
(for which appreciation is expressed 
to Dr. Reinecke of that company) to 
wrap a number of packages of apples 
with the same barrier material. 

The wrapping equipment is de- 
signed so that all package seals can 
be functionally reinforced by imprint- 
ing extra strips of microcrystalline wax 
at the seal areas. Some packages 
were prepared with this extra protec 
tion, others without it. In this test, 
as is our routine in all packaging re- 
search, all experimentally packaged 
materials received an express ship- 
ment prior to their storage in the 
weather room. 

At the end of 


eight weeks of 


STRENGTH OF SEAL on final wrap for filling 
component is examined at the laboratory. Not only 
does the foil-sulfite barrier heat seal to itself 
through the thermoplastic-tissue coating, but the 


FINAL PACKAGE is shown complete and also broken down into 
filling component (lower left) and piecrust component 
right) with corners cut away for photo. 
quired protection. 


(lower 
Two components give re- 
Printed overwrap combines them into powerful 
entire package is wax dipped for extra protection. merchandising package, but has little significance protection-wise. 





Paes *, 


FATHERS OF THE PACKAGE 
examine the outcome: L. F. 
Borchardt (left), the author of 
this article and head of General 
Mills Physics Research Dept., 
and C. E. Felt (right), pack- 


aging research section leader. 


weather-room storage, the results 
shown in Table I were obtained. 

It is apparent from the results that 
only when used as a carton overwrap 
with extra wax at the seals was the 
excellent barrier capable of providing 
the required degree of protection. It 
was gratifying to learn, however, that 
the problem was not only capable ot 
solution, but capable of solution with 
flexible materials. 

As the Pyequick formulation work 
progressed, it was found desirable to 
increase the quantity of apples to 85 
grams per package. 
improvements — in 


Simultaneously, 
apple-processing 
equipment resulted in larger slices 
having a higher degree of puff. These 
changes required increasing the size 
of the filling package from the origi- 
nal 2°/s by 1°/« by 4 in. 4/. by 
2'/1° by 4°/i*° in. With the larger- 
sized package, the procedure of apply- 
ing the extra wax at the seals did not 
result in as consistent performance as 
was felt necessary. To compensate 
for possible wrapping-machine misbe- 
havior, it was decided to wax dip all 


Package variation 


Barrier as package liner, hand made 

Barrier as package liner, machine made 

Barrier as carton overwrap, machine made, 
no extra wax at seals 

Barrier as carton overw rap, machine made, 
extra wax at seals 


Initial 


Since three of the six 
panels contain seals, it was found 
more convenient to wax the entire 
package, a procedure now in com- 
mercial use. 

For reasons of economics, the bar- 
rier finally adopted for the wrapping 
operation consists of a_ sheet of 
0.00035-in. aluminum foil glue 
mounted to a sulfite sheet which, in 
turn, is thermoplastic coated and pro- 
vided with a non-blocking tissue. The 
sheet is heat sealing both face-to-face 
and face-to-back. In commercial op- 
erations, the tissue side is to the out- 
side of the carton (aluminum foil 
toward the carton); with this arrange- 
ment, it was found that the wax coat- 
ing adhered appreciably better to the 
tissue than it did to the foil surface. 

Because it was found that the 
apples absorbed paperboard odors 
when placed directly in contact with 
the carton, the carton is provided with 
a liner of waxed paper. This liner 
serves no other purpose. 

During the development of the fill- 
ing package, it was discovered that 
when packaging operations were car- 
ried out in the summer months, the 
moisture content of the apples would 
show a sudden unreasonably high 
initial increase (within a period of a 
week or less), following which only 
a modest gain was observed even for 
extended periods of storage. Refer- 
ence again to the moisture-equilibrium 
characteristics (Fig. 1) reveals that 
with apples at 2% moisture, the car- 
ton board itself can transfer moisture 
to the apples whenever the board 
moisture exceeds approximately 3.5%. 
Since in a summer atmosphere of 60% 
relative humidity the cartons will 
have a moisture content of 7%, the 
reason for the abnormal initial mois- 
ture gains becomes readily apparent. 
Calculations show that if the carton, 
which weighs 34 grams, has a mois- 
ture content of 4.7%, sufficient mois- 


seal areas. 


TABLE I—WEATHER-ROOM TESTS ON WL-390 BARRIER 


Moisture content % 
Gain basis 
6 mos. 
(calculated) 


Final 
(8 wks.) Gain 
1. 18 07 2.3 
9.5 5.8 3.5 11.5° 
2 3.2 1.0 3.3 


2.5 0.4 1.3 


* This calculated result is probably too high because at the higher moisture levels the apples will 
exert a significant vapor pressure which acts to reduce the rate of water-vapor passage through the 


carton. 
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ture will be transferred from the car- 
ton board to the 85 grams of contained 
apples to increase the moisture of the 
apples, initially at 2%, to 2.6%. Car- 
ton drying prior to the packaging op- 
erations is therefore indicated. 


The pastry package 


Design of an adequate package for 
the pastry mix was simplified by a 
ready understanding of the problem 
involved, namely, that of providing a 
high degree of resistance against the 
passage of shortening through the 
package structure. Without such pro- 
tection, not only does the package 
present a poor appearance, but the 
large area of exposed, penetrated fat 
increases the premature development 
of rancidity. While under such con- 
ditions the fat in the bulk of the pastry 
may not be rancid, the rancid odors 
released by fat within the paperboard 
leave the consumer with a bad im- 
pression. 

It was shown very early that the 
ordinary types of greaseproof sheets 
were of little or no value. Such ma- 
terials included single glassine, grease- 
proof (uncalendered glassine) and 
many types of vegetable parchment. 
Attempts to improve resistance with 
application coatings such as chlorin- 
ated starch were unsuccessful. While 
the flat, unstressed showed 
good resistance, the 
necessary to form the sheet into a 
carton liner was sufficient to fracture 
the coating, through which the fat 
seeped 
transudation tests were made accord- 
ing to TAPPI Standard T 454 m-44 
on specimens which were folded and 


sheets 
manipulation 


unimpeded. Turpentine 


500-gram 
Sheets 
which showed transudation times of 
less than 1,800 sec. were found to 


creased by allowing a 


weight to roll over the fold. 


be useless. Those which showed re- 
sistance in excess of 1,800 sec. were 
possibly acceptable, but actual tests 
ruled out most of them. Some mate- 
rials, such as cellophane with special 
coatings, were found to be quite ade- 
fabricated into 
liners. They had to be dismissed from 


quate when hand 
further consideration because of the 


inability of available carton-lining 
equipment to handle them. 

The best material found to date 
consists of two special 25-lb. basis- 
weight sheets of glassine very heavily 
plasticized and laminated together 
with 10 Ibs. of laminant. Care is 
taken in fabricating the sheet into a 
liner to (Continued on page 166) 
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Measuring minute surface film 


U. S. STEEL USES HYDROPHIL BALANCE FOR A QUICK CHECK OF DISTRIBUTION 


OF OIL FILM ON TINPLATE. By J. G. Donelson® 


I the production of tinplate, both 
hot dipped and electrolytic, a film 
of oil is applied to the finished plate 
for various practical purposes. In the 
first place, an adequate and uniform 
coating of oil promotes ease of “lift- 
ing” in lithographic printing and the 
deposit of lacquers. Secondly, the 
oil film acts as a lubricant in process- 
ing, piling and handling plate and in 
forming and stamping can bodies and 
ends. In storage, it retards tarnish 
aging and assists in preserving a 
bright, metallic surface on the prod- 
uct. 

Edible cottonseed oil is usually ap- 
plied to electrolytic tinplate, while 
palm oil has been standard on hot- 
dipped tinplate. The film of oil is 
extremely thin, as only minute quanti- 
ties are applied. 

There has long been a need for a 
rapid method of determining the 
amount of oil on tinplate, particularly 
as a control procedure in the produc- 
tion of electrolytic tinplate. Most ex- 
traction methods in common use in- 
volve a number of tedious and time- 
consuming operations. The hydrophil- 
balance method described in this arti- 
cle requires no more than two minutes 
for the determination of oil on an ap- 
proximately 4-sq.-in. sample, while 
oil distribution across the width of a 
strip can be determined in less than 
30 minutes. 

The actual procedure involves the 
comparison of the surface tensions of 
oil and water. The balance shown 
in Figs. 1 and 2 is labeled in the 
latter photo to indicate the principal 
parts of which the apparatus consists. 

The interior surfaces and top edges 
of the tray are coated with paraffin 
wax. The movable barrier, floating 
barrier and the foil ribbons that close 
the gaps between the ends of the 
floating barriers and the sides of the 
tray are similarly coated. The tray is 
filled with distilled water to overflow- 
ing, taking care that the foil and float- 
ing barriers are not completely sub- 

* Research Laboratory, Carnegie-Illinois Steel 


Corp., United States Steel Corp. subsidiary, 
Pittsburgh, Pa. 


merged at any point. The surface of 
the water is cleaned by placing the 
movable barrier on the tray as close 
as possible to the floating barrier and 
then moving it slowly toward the left 
end of the tray. When the end of the 
tray is reached, the barrier is swept 
sharply over the end, pushing some 
of the water and any collecting oil 
over the end. This operation is re- 
peated two or three times. A simi- 
lar procedure is used on the opposite 
side of the floating barrier, utilizing 
either the movable barrier or paraf- 
fined strips of paper. Additions of 
water are made as required to keep 
the water meniscus above the edge 
of the tray. 

When the water surface is clean, 
the instrument is adjusted to zero by 
turning the knob that applies torque 
to the torsion wire so that the vernier 
pointer is set at zero and then turning 
the zero adjustment knob until the 
pointer coincides with the hairline on 
the mirror. 

A standardized solution of cotton- 
seed oil in redistilled, chemically pure 
benzene is used for this purpose. The 
concentration of the oil should be ap- 
proximately 0.5 gram per liter, but 
is not critical as long as the actual 
concentration is known. The surface 
of the water is cleaned as described 
above and the movable barrier placed 
adjacent to the floating barrier and 


1. OIL is transfer- 
red from tinplate 
sample to water sur- 
face of balance by 
slowly dipping sam- 
ple vertically through 
the water, taking 8 
to 10 seconds for 
each of 4 or 5 dips. 


moved to the 50-centimeter mark. Us- 
ing a capillary pipette, about 0.05 
milliliter of standard 
dropped slowly onto the surface of 
the water between the barriers. The 


solution is 


benzene evaporates/ leaving a dis- 
persed, monomolecular film of cotton- 
seed oil on the water. 

Unless an excess of oil has been 
used, no significant movement of the 
pointer will be observed. The mova- 
ble barrier is then pushed toward the 
floating barrier in 1-centimeter steps. 
As the oil film is compressed, torque 
is applied to the torsion wire by 
the movement of the floating bar- 
rier. After each step of the compres- 
sion, any tendency for the pointer to 
deflect is balanced by applying a 
clockwise torque to the wire, the bal- 
ancing torque being indicated in de- 
grees by the vernier pointer. 

The counter torque required at 
each distance from the floating bar- 
rier is plotted directly on cross-section 
paper, as illustrated in Fig. 3. The 
steep portion of the plot should be a 
straight line and extrapolation of this 
line to zero torque, indicated by the 
dotted line in Fig. 3, gives the length 
of the compressed monomolecular film 
under zero pressure. The amount 
of oil per centimeter of tray length 
can then be calculated. In the case 
of the cottonseed oil used on electro- 
lytic tinplate, this value is always 





2. DETAILS of the hydrophil balance are identified in photograph by 
letters: A, aluminum tray; B, support for torsion wire, etc.; C, torsion 
wire; D, stirrup; E, floating barrier; F, pointer; G, mirror; H, vernier 
pointer; I, zero adjustment; J, knob for applying torsion; K, mov- 





able barrier, L, well; M, the metric 


found to be very close to 0.0000015 
gram per centimeter. 
Electrolytic tinplate 

The determination of oil on tinplate 
depends upon the transfer of the oil 
from a sample of known area to the 
surface of the balance and subsequent 
compression of the film in order to 
find its length. While oil on a sample 
of any given area could be removed 
with a known volume of benzene, an 
aliquot portion of the resulting solu- 
tion transferred to the balance and the 
film length measured as above, accu- 
rate results may be obtained by a more 
rapid sequence of operations. 

It is convenient to select the size 
of sample so that the length of the 


seale; N, the calibrating arm. 


oil film, when transferred to the bal- 
ance and compressed, will be a direct 
reading of the weight of coating in 
crams per base box. Since the desired 
weight of oil on electrolytic tinplate 
is in the range of 0.15 to 0.25 gram 
per base box, it is expedient to let 
each centimeter of film length be 
equivalent to 0.01 gram per base box. 
In the preceding section, the stand- 
ard weight for a cottonseed-oil film 
on the balance was given as 0.0000015 
Thus a film on 
the balance measuring 20 centimeters 
in length would weigh 0.00003 gram. 
If a film length of 20 centimeters is 
to be indicative of 0.20 gram per base 


gram per centimeter. 


box, the area (one side) of the sample 
must be given by the simple ratio: 


3. EXTRAPOLATION of curve to zero torque, which is indicated by 
dotted line, gives the length of compressed monomolecular film under 
zero pressure, permitting calculation of the amount of oil per centi- 


meter of tray length. 


For cottonseed oil on electrolytic tinplate, the 


value is always found very close to 0.0000015 grams per centimeter. 
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COTTONSEED OIL 
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LENGTH OF FILM (em) 


Area of the sample (sq. in.) 
31,360 sq. in./bb. 

or 4.704 sq. in. This is the area of a 

piece of plate 2.17 in. square. 


_ 0.00008 g. 
~ 0.20 g./bb. 


A second simplification involves the 
method of transferring oil from a 
sample to the water surface of the 
balance. After the water surface has 
been cleaned, the movable barrier is 
moved from the torsion bridge to the 
50-centimeter mark. The sample is 
slowly dipped vertically through the 
surface of the water into the well un- 
til completely immersed and then 
withdrawn slowly. This cycle should 
be repeated four or five times, allow- 
ing about 8 to 10 seconds for each 
cycle. The oil molecules, containing 
polar groups strongly attracted by 
water, flow from the surface of the 
sample to the surface of the water as 
the sample passes through the water 
surface. The oil on one side of a 
sample may be determined by coat- 
ing the opposite side with paraffin or 
a quick-drying lacquer. 

After the oil has been transferred to 
the balance, the film of oil is com- 
pressed and its length determined. 
The method described in the discus- 
sion on standardization could be used, 
but a short cut is possible. The shape 
of the curve shown in Fig. 3 is readily 
reproducible, but its location will 
naturally shift to the right or left of 
the position shown when more or less 
oil than in the case illustrated is 
present. The data plotted in the fig- 
ure extrapolate to 28 centimeters at 
zero torque. The actual curve indi- 
cates a torque of 3 deg. at 28 centi- 
meters. From data involving differ- 
ent amounts of cottonseed oil from 
various sources, it has been found that 
the extrapolated value always corre- 
sponds very closely to 3 deg. on the 
real curve. 

It is therefore permissible to com- 
press each test film to a pressure 
equivalent to 3 deg. of torque and 
read the film length at that point. In 
practice, this is accomplished by turn- 
ing the vernier pointer through 3 deg. 
in a clockwise direction before trans- 
ferring the oil to the balance. This 
operation causes the pointer to deflect 
to the right of the hairline. After the 
oil is ‘transferred, the movable barrier 
is removed slowly toward the floating 
barrier until pressure on the latter 
causes the pointer to return to the 
hairline. Reading of the position of 
the movable barrier on the scale im- 
mediately gives the weight of the oil 
coating. 
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CARRIED OUT 

WITH SCANDIA* 
VERSATILITY AND 
SCANDIA ECONOMIES 


Solution: Scandia’s new model S F A-6 
fully automatic Wrapping Machine equip- 
ped with a “booklet” feeding attachment 
and a multiple-type package hopper. 


When it comes to cellophane 
wrapping there is nothing compar- 
able to Scandia. For easy oper- 
ation, quiet and fast, faultless 
handling of volume packages, 
Scandia units have been selected 
by scores of manufacturers for 
hundreds of different packages. 


With or without opening tape 
attachments, Scandia machines save 
an appreciable amount of cello- 
phane because of the tight ad- 
hesion of narrow overlap, and a 
design feature which requires less 
stiffener’ board (or none at all) 
to make a rigid package with maxi- 
mum display visibility. 


Ask for details 
on SCANDIA units. 


There are Scandia machines for 
wrapping single units or multiple 
packs in varying sizes on both 
high-speed fully automatic 
and inexpensive semi-auto- 


matic wrapping machines. 


+made under Bronander patents. MANUFACTURING COMPANY 
NORTH ARLINGTON, NEW JERSEY | 
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This consultation service on packaging subjects is at your com- 
mand. Simply address your questions to Technical Editor, Modern 
Packaging, 122 East 42nd St., New York 17, N. Y. Your name or 
other identification will not appear with any published answer. 


Packaging diamond powder 
QUESTION: We are looking for a 
good package for one of our prod- 
ucts—diamond powder. This prod- 
uct is selling in increasing volume and 
we need a package which is capable 
of automatic handling and which will 
clearly show the product. Our ex- 
perience shows that a container of 
| glass or plastic material would be 
| satisfactory. The size of the container 
| should be from 2 to 20 centimeters in 
volume. We would like your sug- 
gestions. 


ANSWER: Your product is unusual 
in that it is high in value and the 
volume per package is very small. 
_ The drug and pharmaceutical com- 
' panies use a large number of very 
* small glass bottles and vials with vari- 


ous type of closures, and in many 
cases use bands or other supplemen- 
tary closures to prevent loosening of 
the cap or tampering. Small-sized 
plastic containers are also available 
either in vial or bottle form made 
from a large number of different res- 
ins, depending upon the transparency 
or durability required. Plastic con- 
tainers can be made which are as 
transparent as glass and with varying 
degrees of rigidity and toughness to 
the point where they are unbreakable. 
Here again a variety of closure means 
can be used, depending upon your 
requirements. It would also be pos- 
sible to develop an entirely automatic 
production set-up for packaging these 
containers, the final decision depend- 
ing upon your choice of the container 
and the flow characteristics of your 


product. There are also many ways 
by which these containers can be 
labeled, varying from printing on the 
container to a label applied after fill- 
ing and closing. 


Tea packaging requirements 

QUESTION: We would appreciate 
it very much if you could tell us some- 
thing of the requirements for packag- 
ing tea. We are interested primarily 
in terms of what protection this com- 
modity needs. Although at one time 
or another we have had experience 
with packaging of almost everything, 
we find that we are rather devoid of 
information with respect to tea. We 
have observed that sometimes a tea 
package contains very heavy-gauge 
metal foil, which might indicate that 
moisture (Continued on page 164) 


FIRST P.I. TEST METHODS ARE ADAPTED FROM TAPPI 





he Package Institute late in January mailed to 

members a new set of 10 testing procedures for 
paper materials which it says is the first of 31 
adopted by its Paper Committee. These procedures 
appear to be direct adaptations of similar TAPPI 
(Technical Assn. of the Pulp & Paper Industry) 
tests, which they closely resemble in designation, for- 
mat and references, as well as in detail. A press re- 
lease at the same time indicated that the Plastics 
Committee intends to issue, as Packaging Institute 
methods, certain plastics procedures picked up from 
those of the ASTM (American Society of Testing 
Materials) . 

The Institute announcement explains that “the 
committees adopt what is already in existence if it 
is deemed appropriate; or, failing that criterion, the 
committee will endeavor to create wholly new pro- 
cedures (The) adopted tests constitute ele- 
mentary groundwork on which further more ad- 
vanced testing procedures must be based.” 

Friends of the Institute will welcome the latter 
part of this explanation; for it has been hoped that 
after their several years of work the Technical Com- 
mittees, instead of merely indorsing appropriate test 
methods which are already in existence, would begin 


to make a real contribution by issuing their own 
test procedures in fields where none now exist or 
where there is need for correlation between basically 
different materials. 

There can be no question of the validity of the 
testing procedures for paper which have been issued, 
but they add nothing. The Packaging Institute ob- 
viously would be of greater service if it would de- 
vise procedures in the field of packaging per se, 
which field is its unique and continuing responsi- 
bility. 

The procedures now issued cover Sampling Paper 
for Testing; Conditioning Paper and Paperboard for 
Testing; Basis Weight of Paper and Paperboard; 
Thickness and Density of Paper; Moisture in Paper 
and Paperboard; Bursting Strength of Paper; In- 
ternal Tearing Resistance of Paper; Tensile Breaking 
Strength of Paper and Paperboard; Stretch of Paper 
and Paperboard; Rigidity, Stiffness and Softness of 
Paper and Paperboard. The announcement states 
that copies of any of these test procedures may be 
obtained by non-members for 25 cents each from 
The Packaging Institute, Inc., 342 Madison Ave., 
New York 17, N. Y. 

-C.AS., Jr. 
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Remember — printing ink 
can be your best salesman 





Every good manufacturer, with justifiable pride of craftsmanship, believes that his 
product is the best that research, skill and modern production facilities can turn out. 
But, without proper packaging, without suitable display-design and choice of colors 
that are crisp and clean, the sale of the finest commodity may be retarded. Protect 
your investment as well as your package by selecting the printing ink that meets your 
particular requirements. 

There are special inks for printing on cartons, wrappers, boxes, bags, cans, collapsible 
tubes and sundry other items used in the packaging field. 


Check the inks listed below and note the variety available for different packaging 
techniques :— 


HYDRY — moisture-setting ink developed especially GLOSTONE and SUveneer — especially suitable for 
for food cartons and labels. labels, wrappers and cartons likely to be subjected to 
considerable handling. 

ANILINE and ROTOGRAVURE inks for long-run 
printing of labels, bread wrappers, cellophane bags, 
SILVERSHEEN and GOLDSHEEN — produce effects fi! wraps, etc. 

simulating metal surfaces, such as aluminum, copper, TEXTILE inks for printing on fabric bags used in ship- 
bronze and silver. ping sugar, flour, cement, and other loose products. 


HARD-TEX — for lithographic application to cans, 
collapsible tubes and metal containers. 


Let us help you with that package-printing problem. Our office nearest 
you is at your service for complete information on ink and color. 


GENERAL PRINTING INK COMPANY DIVISION 
10th STREET & 44th AVENUE « LONG ISLAND CITY 1, N; Y. 


OFFICES IN PRINCIPAL CITIES 


GEO. H. MORRILL CO. * SIGMUND ULLMAN COMPANY * FUCHS & LANG MANUFACTURING COMPANY 
EAGLE PRINTING INK COMPANY * AMERICAN PRINTING INK COMPANY * E. J. KELLY COMPANY 
GENERAL PRINTING INK CORPORATION OF CANADA LIMITED 
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CONVEYOR ATTACHMENT FOR FILLING MACHINES 


Stuyvesant Engineering Co., Lyndhurst, N. J., manufacturers 
f “Fillmaster” packaging machines, announce the availability 
of an automatic belt-conveyor attachment for the filling ma- 


chines. The attachment is equipped with a no-can-no-fill 
device and a vibrator can be provided under the conveyor belt 
if desired. The conveyor is adjustable for rigid containers of 
any size and shape and may be used with two filling machines 
in a dual set-up which can be handled by one operator. The 
company also announces the availability of an automatic con- 
tainer-feeder attachment (not illustrated) to use with the 
Fillmaster.”. This teeding attachment consists of a long 
inclined chute into which empty containers are loaded. The 
feeder automatically pushes the containers between the lower 
horizontal rails to the left side of the feeder, ready for capping. 


STAPLING PLIER 


Bostitch, 527 Mechanic St., Westerly, R. I., announces a new 
stapling plier, Model P6, which is designed to do such work 
as assembling and attaching tags and tickets, sealing various 


types of bags and containers, flexible corrugated wrappings, 
etc. Available in two sizes, the P6-6 takes a staple of 0.026 


by 0.019 wire with */.- and */,-in. leg; the P6-8 takes staples 
of 0.050 by 0.019 wire with the same leg 


HIGH-SPEED VACUUM CAPPING MACHINE 


Design improvements in its 16-spindle rotary sealing machine 
have resulted in increasing the speed of the machine to a record- 
breaking 625 containers per minute, according to Anchor Hock- 
ing Glass Corp., Lancaster, Ohio, which exhibited the im- 
proved machine at the re- 
cent canners’ show. When 
the 16-spindle _ sealers 
were first introduced in 
1944 the machine was 
capable of handling 200 
containers per minute. 
Now with  dual-cavity 
sealing heads on each of 
the spindles, a two-plane 
conveyor chain and improved cap-feeding devices, the speed 
has been increased to this new high. The machine is designed 
for either steam or mechanical vacuum application of caps to 
jars and bottles. Cap sizes from 28 to 89 mm. can be used; 
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containers with heights of 3 to 8'/s in. and with diameters from 
2 to 4'/, in. can be accommodated. For steam vacuum sealing, 
Anchorvac N caps are used, while Anchor Halyard or C. T. 
screw caps may be used for sealing with a mechanical vacuum. 
Containers are fed into the machine by a Helicoid timer that 
permits random feeding at any speed and a gradual-displace- 
ment-type head spacer is available where necessary. Dating 
and marking devices may be installed on the discharge turret 
of the machine. 


NEW, HIGH-SPEED WRAPPING MACHINES 


A new series of wrapping machines, consisting of three models 
(“M-S,” “S” and “W-W”) that will handle inside and outside 
wraps fed either from a roll or in single sheets, has been 
introduced by John Van 

Buren Machine Works, 738 

Grand St., Brooklyn, N. Y. 

The machines can use any 

of the standard papers, in- 

cluding waxed and cello- 

phane. Speeds range up 

to 200 per min. for Mode: 

“S,” 200 per min. for 

Model “W-W” and up to 

400 per min. for chewing 

gum on Model “M-S” illus- 

trated and 300 per min. for 

other packages. The prices 

start at about $6,000 and range upward depending on the type 
of wrap, according to Van Buren. King & Anderson in San 
Francisco, Miller Sales Co. in Cincinnati, Ohio, R. P. Anderson 
Co. in Dallas, Tex., and Continental Package Machine Co. in 
Springfield, Mass., are the company’s representatives handling 
the machines throughout the country. 


AUTOMATIC BALE CLOSER AND SEALER 


A new bale-closing and sealing machine (Model 100-BCS ) that 
automatically folds, glues and seals large multiwall paper ship- 
ping bags containing small unit consumer-size bags has been 
introduced by the Engineering & Machine Division of St. 
Regis Paper Co., New York. The machine consists of three 
units: the infeed conveyor where the filled bales are accumu- 
lated, the folding and sealing section and the compression 


conveyor. Over-all length of the conveyor system in the ma- 
chine is slightly more than 30 ft. Packages may range from 
12 to 22 in. high with 15 in. as the maximum width and 24 in. 
as the maximum length. Larger or smaller packages may be 
handled on specially adapted equipment, according to the 
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Cut arloning (ost 


BY INCREASING OPERATOR OUTPUT 
480% TO 1500% 


with the NEW JONES “CMV” cartoner 


SEE IT IN ACTION — BOOTH 40I QUICKLY ADJUSTABLE to 
NATIONAL PACKAGING EXPOSITION _ye-calibrated settings for 
Even at speeds well below capacity, the new JONES ALL CARTON SIZES 


“CMV” Cartoner makes astonishing savings, on one- 


KY 1 
gs; from 34x34x8 in 
piece or multiple loads, on long or short runs. 0 4 3 4 “j 


x 
x 4x 2% 
85% to 90% of the usual time and effort of hand loading ; y | i] 


are eliminated by this “CMV” machine. 


To meet competition — to increase profits — investigate 
this new and thoroughly tested development of the 
largest manufacturer of auto- 

matic cartoning machines in 

the world 


Feeds and opens cartons—all sizes 
within range indicated. 


'Q Tucks bottom flaps—reverse, straight or aire 


plane type cartons. 


Carries cartons vertically, in smooth and constant 
motion, past 1 to 3 operators for easy manual loading. 


@ Closes and tucks top flaps. Specifications 


Available 


& COMPANY, INC. 


P. O. BOX 2055 
CINCINNATI, OHIO 
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company. A report on the installation of the machine at one 
Eastern sugar refinery says that 18 multiwall shipping bales 
per minute are being handled by the machine. 


AUTOMATIC BOTTLE BRUSHER 


Mantle & Co., 1907 Park Ave., New York, have developed a 

new bottle-brushing and polishing machine which is designed 

to remove any dampness or drippings remaining on the bottle 

from the filling operation. Filled 

bottles enter the machine in a 

horizontal position, being 

| picked up and carried up an in- 

CREATORS OF FINE LABELS clined tray by pins on a chain 
TAGS AND PACKAGES conveyor. As the bottles move 

| ~* through the machine, they are 


154 WEST 14% STREET a 2 brushed by two _ revolving 
WEW YORK, 11 ‘ 


brushes. The large upper brush, 
ORegon 5-0228 


revolving at 1,800 I.p.m., passes 
twice back and forth over the 
bottle following its contours; 
the second brush brushes and 
polishes the bottle bottoms. 
After the bottles have passed 
the brushing stage, they are 
picked up by a turret that turns 
the bottle to a vertical position 
and deposits it on a conveyor. 
The average machine speed is 
60 bottles per min., according 
to the company. 





NEW CARD FASTENER 


; “Fastex,” a new one-piece extruded rubber fastener with a 

gape ae button anchor, has been designed by Fastex, Inc., 9217 Miles 

narrow width F | Ave., Cleveland, Ohio, for use as a new carding device to 

to rol = | mount such merchandise as hardware specialties, toys, cosmetics, 

roll ak tooth brushes, novelties, etc. It is said to prevent mer- 

aniline chandise from accidentally coming loose and to lower costs 

: inting press y of carding. The bands can be attached with a simple tool at 

e pr — rates up to 1,000 per hr., according to the manufacturer, by 

sas we drawing the loop through a die-cut slot in the cards as they 

For fine quality printing on pressure sensitive tape, paper, cello- ; mi lable i / 
phane and silk, making labels or printing any paper up to 6” width. : are held in a table-top jig. They are available in three standard 
| sizes: 1*/, in. diameter by 7/22 in.; 1 in. diameter by */1 in. and 

*/. in. diameter by * 


: 
i 
' 
: 


Exclusive Automatic Dual Unwind 
and Rewind allows machine to | 

run continuously while gray, red, yellow, black, green and blue 

operator merely puts 

“on unprinted rolls and 

removes printed ones. 


sin. They come in seven colors: natural, 


CAN-UNCASING MACHINE 


© This rugged machine incorporates * | Bruce Engineering Corp., 417 Montgomery St., San Francisco, 
all the advantages and adjustments a . E 
as developed an automatic can-uncasing machine for open- 
found on the full-size PAMARCO ha developed an a atic can asing machi 2 
Aniline Press. Features accurate : ing single-layer cases, removing the empty cans, depositing 
infeed, NO-FLEX plate rolls, and | them on a conveyor line and placing the empty cases on 
specially treated impression rolls to , a pe f the casing at the end of packaging line 
insure perfect register. Metered ink another conveyor for the casing at the end of packaging lines. 
fountains, incorporating Evenflo | The flaps of the case are 
engraved screen rolls, supply ink in opened mechanically by the 
just the right amount. a ” a 
Variable speed motor sup- ‘ ” Bruceway” uncaser, which 
AVAILABLE plied; jog control included. 
apeiy > >» standard and in- 4 
aoe) ore Sorensen 4 carry the cans to their con- 
ANE terchangeable. Uses 4 " ; . ¢ 3 
PaONEEE circular pitch gearing. : ie = vevor. A blocking device 


rele) 46: 


ALS< . 
utilizes an electromagnet to 


spaces the cases on a re- 
ceiving conveyor and as 
they enter they are picked 
up by flight bars and car- 
ried forward at a constant 
speed. 


eee pod ah 
PRINTING PRESSES EVENFLO 
ENGRAVED ROLLERS, PAPER CONVERTING MACHINERY 


Beda 8c eg MR a i PRE RIES EAs PE 


The side flaps are opened 
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( canoe! to catch the eye 
. CUMS IWS +0 hold it 


Tue LID of the new silverware display container 
shown above is dome-shaped. Vacuum drawn from tough, 
transparent Kodapak Sheet—crystal clear, it spotlights 
the product; makes selection easier; provides, at the 
same time, protection from dust and finger-tarnish. 

Kodapak Sheet comes in two basic forms: Kodapak I 
Sheet, cellulose acetate, gauges up to 0.060”; Kodapak II 
Sheet, cellulose acetate butyrate, gauges up to 0.002”. 
Both are made to the same high standards, under the 


same rigid conditions as Kodak photographic film base. 


To learn more about the fabrication possibilities and 
practical uses of Kodapak Sheet, consult your nearest 
representative, or write Rochester. And the extensive 
facilities of the Kodapak Demonstration Laboratory are 


always available, by appointment. 


Cellulose Products Division, Eastman Kodak Company, Rochester 4, 
N. Y. Sales offices in New York, Chicago. District sales represent- 
atives in Cleveland, Philadelphia, Providence. Pacific Coast distribu- 
tor: Wilson & Geo. Meyer & Co., San Francisco, Los Angeles, Portland, 
Seattle. Canadian distributor: Paper Sales, Limited, Toronto, Montreal. 


FOR THE DISPLAY YOU WANT...THE PROTECTION YOU NEED 


Visit the Kodak Exhibit, 
Space No. 301, Packaging Show, Navy Pier, 
Chicago, April 24-27. 


Kodapak Sheet 


“Kodapok” is a trade-mork 
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Better Coating at Lower Cost with 


POTDEVIN 


Coating 
Machines 


Manufacturers in every field 
have been depending on 
their" POTDEVINS"” to cut 
down operating costs. Now 
there is a new series, the 2R, 
for applying glue or cement 
to any kind of material. 


roi 


Ductor-roller design assures accurate coating. 
Tank and rollers are removable for easy and 
quick cleaning. Solutions requiring heat are 
kept at proper temperatures with a thermo- 
static control. Uncoated surface remains 
perfectly clean. Models available in 6, 9, 
12 and 15 inch widths. 


Write about FREE 10 day trial. 


POTDEVIN MACHINE Co. 


1244 38th Street, Brooklyn 18, N. Y. 


’ 
Designers and manufacturers since 1893 of equipment 
for Bag Making, Printing, Coating, Gluingand Labeling 


Color Decorating 
on all materials 


SILK SCREEN 
OFFSET 


It’s magic ... the way colorful dec- 
orating steps up the sales punch of 
your plastic, glass, metal and wood 
packages. By using either silk 
screen or offset methods to deco- 
rate your packages, Modern Deco- 
rating can help move them into the 
“‘best-seller’’ class. 


Important, too— your decoration, 
as performed by Modern, 

is inexpensive, lasts for 

the life of the package. 

Colors are bright, lettering 

is sharp and clear. 


Write for quotations and 
details. 


MODERN DECORAT 


4914 Hudson Bivd., West New York, N. J. 
Phone: UNion 3-5585 Longacre 4-1998 


Equipment and Materials 
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by the pressure of a rubber roller on each side and are folded 
against the side of the case by metal plows. The end flaps are 
opened by fingers that move down between the cans and hold 
the flaps open until they pass under a belt. Cases drop to the 
carry-away conveyor as the cans are held by the electromagnet. 
Automatic controls prevent operating failures or damage by 
stopping the machine if the cases fail to open or drop into 
place, according to the company. 


CONVEYOR DIVIDER UNIT 


A versatile conveyor switching unit that divides one line into 
two or assembles two lines into one has been introduced by The 
Lasko Co., Inc., Fitchburg, Mass., manufacturers of special 
packaging machinery. The 
unit can also be used to 
group in predetermined 
numbers, bottles and car- 
tons in either a single or 
double line. The stand- 
ard unit is 56 in. between 
sprocket centers, but addi- 
tional length can be sup- 


plied, 


company. 


according to the 
The 
height is made to suit the 
rest of the packaging line 


conveyor 


and has a 7-in. adjustment. 
Width is 12 in. It will 
handle jars, cans, cartons, 
boxes, etc., up to 3'/s in. 


wide and wider in some cases. The unit is self driven. 


SMALL-SIZED AEROSOLS 


New aerosol containers, styled for the pharmaceutical and cos- 
metic trade, are being introduced by Sun Tube Corp., Hillside, 
MF. 


ready-to-fill l-0z., 2-0z., 3-0z. and 4-oz. sizes, complete with 


The containers are made of aluminum and are sold in 
pin-and-spring-type valve 

and unattached bottom. 
The valve 
polyethylene — push-button 
knob _ to gasket, 
spring tube and metal pin 


consists of a 
which a 
are assembled Patents 
have been applied for on 
this valve, which is said to 
tested 
dependability 


have been exten- 
sively tor 
and _ effectiveness 

The containers can be 
filled by 


equipme it 
for small 


conventional 
or espec ially 
runs—can_ be 
handled by certain custom- 
filling concerns. Contain- 


ers may be decorated in attractive motifs and either stand- 


ard or custom-made caps are available. After the container is 
filled, the bottom is seamed into place. Suggested product 


uses include sun-tan lotions, deodorants, burn lotions, leg 


make-up and similar preparations. 
NEW INK CONDITIONER 


A new ink conditioner said to reduce the tack in letterpress, 
gloss and offset inks without destroying the body of the ink 
is now being marketed by the American Printing Ink Co., divi- 
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_ Quality pae 
KIMBLE OPTICLEAR VIALS 


To give your product a clear look of 


distinction, package it in Kimble Op- 
ticlear Vials. They add a distinct ap- 
pearance of quality and dignity. They 
show it in sparkling glass that’s clear 
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as crystal and topped with a new 
resilient translucent stopper. This 
stopper keeps the contents safe from 
moisture. And even continued re-use 
does not impair its seal-in effectiveness. 


VIALS 


Kimble Opticlear Vials come in eight popular sizes 


hage for quality products ane 


Opticlear Vials spur sales. You'll see 
why the moment you look at them. 
Wouldn't you like samples? We'll 
send them along if you'll write the 
sizes your product requires. 


Specify Kimble for Assurance of Container Quality 


KIMBLE GLASS itorev0 1. onto 


Division of Owens-Illinois Glass Company 





GILBERT PLASTICS @ GILBERT PLASTICS @ GILBE,, 


oRiZE YOUR pp, 


1p°@, 
rh 


/ 


Plastic Showcase! 


Does your ‘present package have quality 
appeal? eye-appeal? buy-appeal? National 
surveys prove that people always reach for 
an attractively packaged product. MAKE 
THEM REACH FOR YOURS! Let a spark- 
ling GILBERT PLASTIC BOX show off 
your product to its best advantage... then 
watch your sales curve rise! 


Our designing and engineering staffs can 
help you solve your packaging problems. 
Write for further details. 


a 
' G | L B E w T PLASTICS INC. @ HILLSIDE, N->* 


& 
“ 
Srigert PLASTICS @GILBERT PLASTICS @ SJIISVId su3eti9 esas” 





<farm> LIQUID FILLING MACHINES 


Simple design for low cost maintenance! 
Precision engineered for high. efficiency! 


Model R-48 
Fully Automatic 
Rotary— 

12 to 30 Spouts. 


© For all types of foamy and still 
liquids. 


® Variable speed drive. 
® Automatic overflow (no waste). 


® Quickly adjustable to fill all sizes 
and shape containers from '/% ounce 
up to one gallon. 


Write for Catalog No. 22 


© Fills sprinkler top gless, open top 
cans, etc. 


Automatic 
conveyors. 


intake and discharge 


Production from 120 to 250 frac- 
tional ounces per minute (based on 
water). Other sizes proportionately. 








mrm company, inc. 
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sion of Sun Chemical Corp., Long Island City, N. Y. Called 
“Apic,” the new ink conditioner does not retard drying nor 
does it affect overprinting, according to the company. 

Complete details concerning the ink conditioner may be 
obtained by writing to the American Printing Ink Co.’s office 
at 1201 W. Washington Blvd., Chicago 7. 


STOCK POLYETHYLENE BOTTLE SHAPES 


Two new shapes and a new size of polyethylene bottles are now 
being produced by the Plax Corp. Div., Hartford-Empire Co., 
Hartford, Conn. 

Designated as Plax Square 
and Plax Flat, these two shapes 
are available in natural, semi- 

transparent and opaque colors. 

The other bottle is a small 

l-oz. size, made of natural shade 

polyethylene, neck _ is 

accordance with 

specifications for 

standard caps. The bottle, 

suitable for manufacturers to 

use for sample distribution of 

liquids and powders, can be 

mailed unprotected in an ordinary mailing bag without danger 
of breakage, according to the company. 


whose 
threaded in 
Cc. Cc. M. 1. 


NEW LIBBEY TUMBLERS 


For packaging cottage cheese and other dairy products, Owens- 
Illinois Glass Co., Toledo, Ohio., is introducing three new 
special-shaped Libbey tumblers in the popular emerald green 
shade. 

Two of the new tumblers have decorative spiral designs, the 
1l-oz. Spiral Optic (68 mm. finish) and 11l-oz. Barrel Spiral 
Optic (68 mm. finish). The third is a heavy-base type desig- 
nated as Heavy Base (76 mm. finish) and is a 10-o0z. size. All 
three have the “Safedge” rims. 


COMBINATION SLITTER AND LAYING MACHINE 


Bag makers and other package fabricators will be interested in 
a new combination slitter and laying machine manufactured 
by Center Tool & Mfg. Co., 2706 W. Van Buren St., Chicago, 
which eliminates the tedious task of laying material on a long 
table and then 
to various 


cutting it 
lengths on a 
shear cutter 
The laying drum is ex- 
pandable to wind up cello- 
phane, acetate or plastic 
film, including polyethy- 
lene, from 36 in. lengths to 
120 in. Change- 
over time from slitting to 
laying is less than three 
minutes, according to the 
The laying operation with this machine, accord- 
ing to the manufacturer, saves approximately 400% over the 
convertional methods now in use. 


long. 


company. 


The machine is available in two sizes, one to handle 24- to 
54-in.-width material and the other for 54- to 72-in widths. 
The machine will slit any width of binding */.-in. wide and up 
and will take 1’ It is equipped with 
paper separator and rewind, while automatic web control and 
yardage meter attachments are optional 


- to 6-in.-diameter cores. 
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... quality products have sold in fine 
Rowell set-up boxes. 


...and today, just as 50 years ago, the fresh, 
clean-cut line and expert craftsmanship and 
color printing of a Rowell container provides 
the eye compelling, desire creating combination 
that leads to sales and repeat sales. 
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Several promotions and assignments have been made in the 
Glass Container Division of Owens-Illinois Glass Co. and its 
Toledo sales headquarters, with a view to streamlining services. 
James W. Colbert, manager of the firm’s New York branch 
since 1942, has been ap- 
pointed assistant Eastern sales 
manager with headquarters in 
New York where he will work 
with C. L. Rodgers, Eastern 
sales manager. Mr. Colbert 
will be succeeded by John W. 
Thayer, who has been his as- 
sistant since 1945. Other 
changes affecting branch man- 
agers include the appoint- 
ments of Harold D. Hobb, manager of the liquor-ware division 
in Toledo, to manager of Owens-Illinois’ St. Paul branch; Hamer 
C. Knepper, until recently assistant to the general sales man- 
ager, to manager of the Columbus branch; Warren W. Sparks, 
salesman in the Louisville branch, to manager of the Kansas 
City branch. Appointed special representatives in their respec- 
tive territories are J. N. Hope, present manager of the St. Paul 
branch; L. A. Cole, manager of the Columbus branch; Ray 
Smith, manager of the Kansas City branch. E. C. Jones, 
Chicago branch salesman, has been made assistant manager 
of that branch. Charles J. Kiger, New York salesman, has been 
named New York beverage industries manager. John R. 
Brown, Chicago branch salesman, has been appointed as special 
sales representative in the beverage division, Toledo. 


J. W. Colbert J. W. Thayer 


Ivers-Lee Co., Newark, N. J., producers of Sanitape-Sealtite 
unit packaging, have completed negotiations with Gelatin 
Products Limited of Canada, Windsor, to supply the same 
packaging service, on the same types of machines that are oper- 
ated in the New Jersey plant. The same service will soon be 
available in Mexico through Shellmar de Mexico, S.A., Calzada 
de Nonoalco 174, Mexico, D. F. 


The retirement of L. P. Littell from the Salt Lake City sales 
office of Bemis Bro. Bag Co., St. Louis, Mo., has been announced. 
Mr. Littell had been with the company over 40 years. 


Two new appointments to the sales organization of The Gardner 
Board & Carton Co., Middletown, Ohio, have been announced: 
R. W. Richardson will direct sales promotion and advertising; 
Robert E. Van Rosen was named a development engineer. 

The Gardner Board & Carton Co. also announces that the 
name of its Folding Box Department has been changed to the 
Retail Box Department, to describe more accurately the prod- 
ucts manufactured by this department, such as gift boxes, shoe 
and garment boxes, blanket boxes, etc. Hubert C. Kingsley 
continues as sales manager of this department. 


To bring its services closer to advertisers and readers 
in the New England area, MopeRN PACKAGING announces 
the opening of a Boston branch office. In charge of the 
office, at 462 Statler Office Bldg., (Telephone: Hancock 
6-1279) will be Perry H. Backstrom, who has repre- 
sented the magazine in the New England territory for 
20 years. The office will also represent the associated 
Breskin publications—Modern Packaging Encyclopedia, 
Modern Plastics and Modern Plastics Encyclopedia. 
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The Atlanta Paper Co., Atlanta, Ga., has formally opened its 
new $1,500,000 building. The 275,000 sq. ft. structure houses 
one of the largest paper products converting plants under one 
roof in the South. Opening ceremonies were held on Jan. 31; 
during February, Arthur L. Harris, president of APACO, in- 
vited small groups of business men for conducted tours of the 
plant. The Atlanta Paper Co. makes a variety of packaging 
products, specializing in folding cartons and corrugated boxes. 


Robert Gair Co., Inc., New York, announces that its Connecticut 
Cartons Division will be known as the Folding Carton Dept. 
of the Thames River Division. Located at Montville, Conn., 
Gair’s Thames River Division also has manufacturing depart- 
ments for paperboard, for 0.009 corrugating material and for 
solid fibre shipping containers. 


W. C. Ritchie & Co., 8801 Baltimore Ave., Chicago, which 
recently began the manufacture of folding cartons, has retained 
the services of Dave Chapman, Chicago industrial designer, for 
advice to customers. Mr. Chapman will evaluate packages on 
such factors as eye appeal, product requirements, material suit- 
ability, economy and merchandising considerations. In addi- 
tion to folding cartons, W. C. Ritchie & Co. manufactures set-up 
boxes, transparent containers, fibre cans, tubes and spools. The 
appraisal service is available to all users of these products and 
details of the manner in which the service can be obtained can 
be learned from local Ritchie sales representatives. 


Kimberly-Clark Corp., Neenah, Wis., has appointed A. G, 

Sharp general sales manager and assistant to John R. Kimberly, 
sales vice president. J. B. 
Catlin was named _ general 
merchandising manager. 


A change in the partnership 
of Van Doren, Nowland & 
Schladermundt, industrial de- 
signers of New York and 
Philadelphia, has been an- 
nounced. The New York and 
the Philadelphia offices will 
operate as two separate and independent companies. The New 
York office, to be known as Nowland & Schadermundt, will 
continue to service the same accounts with the same personnel 
and resources as heretofore; Harold Van Doren will carry on 
those activities of the former Philadelphia office, retaining its 
personnel and facilities. Charles L. Metzler and Karl H. 
Tietjen, formerly associate members, are now partners in 
Nowland & Schladermundt. 


A. G. Sharp J. B. Catlin 


Lee M. Butler, formerly with Display Corp., Milwaukee, has 
joined the executive sales staff of Einson-Freeman Co., Inc., 
display manufacturer, Long Island City, N. Y. 


John Wesley Hanes, former Under-Secretary of the Treasury 
and New York finance executive, has been elected vice president 
and director of Olin Industries, Inc., East Alton, Ill. He is also 
a director of Ecusta Paper Corp. of Pisgah Forest, N. C., where 
a new plant will be constructed for the manufacture of cello- 
phane under Olin’s license from E. I. du Pont de Nemours & Co. 


Announcement has been made of the formation of Sturtz-Meder 
Associates, 1450 Broadway, New York, said to be the first 
point-of-sale consulting organization. It was formed by 
Leonard Sturtz and Thomas Meder after four months of re- 
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Available in two sizes: $52.00 and $68.00 complete. 
Thousands in use Write for details. 
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search by a seven-man staff who reportedly received over 200 
pledges from top sales and advertising executives to work with 
Sturtz-Meder. It assumes the role of a display department at 
no cost. The functions it performs are preliminary investiga- 
tion, research, selection, art, consultation, supervision and fol- 
low-through. 


The American Can Co., New York, announces the appointment 
of three members of its sales organization to new posts in the 
Atlantic and Central divisions. E. K. Walsh has been named 
manager of sales for the Atlantic division, succeeding T. E. 
Alwyn, who recently became company-wide general manager 


Left to right: 
E. K. Walsh, 
B. R. Wood, 

B. Craver 


of sales. Mr. Walsh has been assistant manager of sales for 
the division, a post which has been given to B. R. Wood, 
formerly a sales division manager. D. B. Craver, formerly a 
sales division manager, has been appointed assistant manager 
of sales for the Central division. 


The Minnesota Mining & Mfg. Co., St. Paul, Minn., have 
moved their Detroit branch sales office and warehouse facili- 
ties to 8825 Grinnell Ave., where they have purchased 26,000 
sq. ft. of additional property. 


Milprint, Inc., Milwaukee, Wis., packaging material converter, 
plans to consolidate its Milwaukee operations under one roof, 
bringing together the scattered operations of three plants and 
one warehouse. Its present facilities of about 200,000 sq. ft. 
of floor space will be increased to about 325,000 sq. ft. 
Production increases ranging from 10 to 25% are expected 


The new name of PerfeKtum Products Co., 300 Fourth Ave., 
New York 10, manufacturers of pharmaceutical equipment, is 
Popper & Sons, Inc. All activities previously conducted by 
the PerfeKtum company will be continued under the new 
name and the products will continue to carry the PerfeKtum 
trademark. 


Frank X. Kiefer, formerly retail sales promotion manager of the 
Bakelite Division, Union Carbide & Carbon Co., New York, has 
been appointed assistant advertising manager for the division. 


Angier Corp., Framingham, Mass., industrial packaging engi- 
neers, announce two new sales staff appointments. Pierce 
Deane becomes representative in all New England States (ex 
cept Connecticut) and James P. Needham becomes Mid-At- 
lantic States representative, with headquarters in Philadelphia 


A. E. Marconetti, Inc., sales agent for Kidder Press Co., Inc., 
has moved to the Empire State Bldg., New York 


Andre Paper Box Co., San Francisco, Calif., have broken 
ground at San Leandro, Cal., for a new half-million-dollar plant 
to be located on a five-acre site. Principal feature of the new 
plant will be an “in-line” production set-up for continuous 
high-speed laminating, embossing, four-color printing and die- 
cutting from roll stock. Executive offices will remain at the 
present address, 545 Mission St., San Francisco 


Joseph C. Clark, for many years in the paper industry, has 


formed The Clark Paper Co., 475 Fifth Ave., New York 


Ralph C. Persons has complete charge of Sun Chemical Corp.'s 
Graphic Arts Group activities, with the exception of the Pacific 
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Coast Division, William Recht having resigned as a director 
and vice president of the corporation. 


The Sheffield Tube Corp., New London, Conn., manufacturer 
of collapsible metal tubes, is celebrating its 100th business 
year. Founded as a tooth-paste business in 1850 by Dr. W. 
W. Sheffield, the business was carried on by his son, Dr. L. 


Left to right: 
L. ’. Shef- 
a 2, €. 
Sheffield, W. 
K. Sheffield 


Tracy Sheffield, who was the first to put tooth paste in. tubes. 
At the turn of the century, the tube manufacturing plant was 
established. Today the business is under the management of 
the third and fourth generations of the original family. The 
factory and home offices are under the guidance of L. T. Shef- 
field, president. New York sales and export are directed by 
Vice President W. Kyle Sheffield, the Chicago sales office is 
managed by Charles Arch and the West Coast sales office in 
Los Angeles is managed by Vice President Thomas C. Sheffield. 


Arthur Poppenberg has joined Copeland Displays, Inc., New 
York, in an executive sales capacity. 


John J. Kennedy, Jr., has been appointed assistant treasurer 
for Continental Can Co., New York. 

W. B. Larkin has been named sales manager for Continental’s 
Chicago City District and R. E. Tanner is now sales manager 
for the Chicago Tri-State area. 


International Paper Co.’s Bagpak Division is opening a branch 
sales office in Denver, Colo. Russell A. Gair is the district sales 
manager. This marks the 16th district sales office for the 
Bagpak Division, which makes multiwall kraft shipping sacks 


The Wallace Paper Box Corp., formerly of New York, has 
moved its entire plant to 52-07 Flushing Ave., Maspeth, Long 


Island, N. Y. 


Howard R. Erwin, former technical superintendent of the 
Goodyear Synthetic Corp. plant at Torrance, Calif., has been 
named special representative of the Chemical Division of The 
Goodyear Tire & Tube Rubber Co., Akron, Ohio. Mr. Erwin 
has been assigned to the company’s Cleveland district 


Sun Tube Corp., Hillside, N. J., manufacturers of collapsible 
tubes, have purchased a building containing 30,000 sq. ft. of 
space on Montgomery St., Hillside, to expand their aluminum- 
slug and cap-molding operations. 


Gilbert D. Kline has been named to take charge of sales and 
service scheduling at the new Eastern sales office of Triangle 
Package Machinery Co. at 50 Church St., New York 


Wm. A. Force & Co., Inc., Brooklyn, N. Y., manufacturers of 
numbering and dating machines and other marking equipment, 
are celebrating the 75th anniversary of their founding. The 
company maintains sales offices in New York, Chicago, San 
Francisco and Montreal. 


C. L. Woolsey, multiwall bag sales representative for Union 
Bag & Paper Corp. in the South Central territory, has been 
appointed head of marketing research and development for 
Union’s multiwall department. C. M. Campbell, formerly of 
the New York multiwall sales office, will take over Mr. Woolsey’s 
sales territory and will be located in the company’s Baltimore 
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office. W. S. Eldredge has been named multiwall bag sales 
representative for the New Jersey and Eastern Pennsylvania 
territory, with headquarters in the New York office. 


Crown Can Co., Philadelphia, Pa., announces the following pro- 
motions: Harvey C. Tull, formerly Philadelphia district sales 
manager, has been promoted to the newly created position of 
sales manager of the Spra-tainer Division. 
Frank A. Singler has been appointed St. Louis 
district sales manager, succeeding Victor 
Kronold, who has been transferred to the 
Philadelphia territory as district sales manager 


Cincinnati Industries, Inc., Cincinnati 15, 

Ohio, manufacturer of paper and textile prod- 

ucts, has made a series of promotions and 

personnel changes as part of an enlarged sell- 

ing program. Victor E. Calvin becomes di- 

rector of product engineering, a newly created 

H. C. Tull position. William H. Fogarty, formerly in 

the jobber sales section, will work with Mr 

Calvin, while Warren F. Foster has been appointed to replace 

Mr. Fogarty. J. A. Schmick, now assistant sales manager, is 
succeeded as personnel manager by Richard A. Bissmyer. 


Anchor Hocking Glass Corp. announces the consolidation of its 
container, closure and tableware display and sales office in new, 
expanded headquarters at 1287 Union Commerce Bldg., 925 
Euclid Ave., Cleveland, Ohio. The container and closure divi- 
sion is represented in Cleveland by J. H. Ferris. 


Edward K. Whitmore has been elected president of Oberly & 

Newell Lithograph Corp., 545 Pearl St., New York. He suc- 
ceeds H. C. Newell, who has been elected 
chairman of the board. 


The Kidder Press Co., Inc., Dover, N. H., 
manufacturer of Kidder Three Point Presses, 
announces the purchase from Intra-Roto Ma- 
chine Co., Richmond, Va., of all right to 
manufacture the Richmond Rocket Gravure 
Press. William Armour, former president of 
Inta-Roto, joins Kidder as consulting and field 
E.K.Whitmore  °gineer. Completion of an addition to Kid- 
der’s home plant and a re-organization and 
streamlining of its production facilities to meet 
the increased demand for their presses, slitters and rewinders 
has also been announced. 


Oxford Paper Co., New York, announces the appointment of 
Harry G. Davis as general superintendent of its Maine Coated 
Division, Rumford, Maine. Mr. Davis will have complete 
charge of operations for this division, which produces Oxford’s 
line of enamel-coated papers. L. W. McFail, who has been 
with the company a number of years, will serve as technical 
superintendent of the division. 


Arvey Corp., Chicago, mounters and finishers of displays, have 
moved their Eastern sales staff from Jersey City, N. J., to 100 
E. 42nd St., New York City. This sales and “idea” center, 
headed by William H. Carmichael, Eastern Division sales man- 
ager, will serve both the Jersey City and Chicago plants. 


Hugh E. Bynum has been appointed division manager to head 
the South Central Foil Division sales of Reynolds Metals Co. of 
Richmond, Va. His new headquarters will be at 320 N. Fourth 
St., St. Louis. Del Ostroot, up to the present in charge of the 
St. Louis regional office, goes to Boston to direct sales in that 
area. The post as head of the Pittsburgh sales office, vacated 
by Mr. Bynum, is being filled by George Root. 
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eMANUFACTURERS’ LITERATUREe 


To obtain any of the booklets or catalogs listed below, 
simply circle the corresponding number on the post 
card, fill in the information requested, and mail. 


CORK. Brochure giving various uses of 
cork in industry and presenting informa- 
} a on the processing of cork _ tree to 

final product. aca pages. Illustrated. 


Crown Cork & Seal (3-700) 
TRUFECT PAPER. [Illustrated booklet 
presenting the Level-coat Trufect, 
which is reported to give added noua © to 
Posty mek Ome a extra cost. Kim- 

(3-701) 


sive belts. iene Rake tec niques are 

ibed and pictured for a variety of 
materials. oa the ~~, ‘pre- 
finishing” ue pages. Minne- 
sota Mining ond” Manufacturing Co. 


(3-702) 


ROTARY PRESS. The Kidder rotary 
press, Model RP-47 available in widths up 
to 72” and in 5 colors. Complete informa- 
tion is given. Kidder Press Co., + Ine. 


703) 


DEEP DRAWING OF KODAPAK 
SHEET. Information on the deep draw- 
ing of Kodapak sheet as obtained from 
experiments in the laboratories of the 
Eastman Kodak Co. (3-704) 


BOX, LABEL, BAG, TICKET, AND TAG 

TING. Sheet describing an equip- 
ment for ey variable de on 
nay = shell and shell lid ~~ Ls 
labels, ags, tickets, and tags. rints 
up to bu “qin to back by Bat Tight to 
left. Markem Machine Co. (3-705) 


SHIPPING CASE GLUE. Laboratory 
report giving complete information on 
Paisley — shipping case glue de- 
veloped for case sealing, labeling ship- 

ments, etc. Paisley Products, Inc. 
(3-706) 


IMPROVED PACKAGING. Five formu- 
las for improved packaging and a short 
story on merchan are included in 
this booklet. 4 pages. Monsanto Chemi- 
cal Co. (3-707) 


ADHESIVES. Chasing costion describi 
the range of B. F. ich adhesives an 
their applications. Classifications of vari- 
ous types of rubber cements and service re- 
uirements are also included. 6 
B. F. Goodrich Co. G70) 0) 


ANILINE PRINTING INKS FOR Sas 
spucncns of saline odetiin he oo ttet "ae 
imens ting or 

sine—one printed a Eaeell 
Ae 


and the other printed with 
inks. Bensing & Deeney (3-711) 


PLASTIC PACKAGES. 


ee 


Polystyrene 


boxes, which are odor resistant and 
tically non-absorbent, are illustra ood 
described as anv are produced b: 

‘ool Co. Bia) 


ROTARY FILLING ae. 
fully automatic ——- tad, Specifcation 
Model R-48 is presen — 
included. 4 pages. M. R. .» Inc. 

” (3-713) 


MODERN INK MANUFACTURE. Pic- 
ture story of International Printing 
Ink’s motion picture ‘Rainbows to Order 
with full script and 27 ph hs illus- 
trating modern ink manufaéture and re- 
search. International Printing I Ink Div. 
Interchemical Corp. (3-714 


VACUUM BRINER. The Elgin Non-Stop 
Briner and Capper used for brining of 
olives, pickles, and on ae 

screw on jars is pecifica- 
tions - ones — Illustrated. Elgin 
Manufacturing Co. 


MARKING UNITS. 8-page leaflet ex- 
plaining and bent various marking 
machines with special emphasis on the 
autoprinter which is made in two styles to 


rint on loaded cartons or on flat cartons. 
ndustrial Marking Equipment Co. 
(3-716) 


AMPWASH. Photograph and descriptive 
leaflet, giving output, varied uses, design, 
dimensions of the PerfeKtum Ampwash, 
Conveyor Type, W-200, which washes 
ampuls, vials, tubes, etc., in a new im- 
roved manner. 3 sheets. PerfeKtum 
ucts Co. (3-717) 


VACUUM LIQUID FILLING MACHINE. 
This colorful brochure describes the fea- 
tures of the Packer Vacuum machines. It 
also contains a description of the many 


size containers that can be filled by this | 


as well as some of the testi- 
iv P 


a eee BAGS. a a of Dol- 
wet-strength t bags. are 
pe ven along with their tvailable sizes. 
arious uses are illustrated. Samples are 

included. Union Bag & Paper “— 
3-719) 


BAG SEALER. The Simplex Hand Clamp 
Sealer, reported to be an excellent 
unit for heat sealing large, moisture-vapor 
barrier bags, is described with its various 
uses. Illustrated. Simplex heir « - 
Machine Co. (G3- 205 


POLYSTYRENE. Technical bulletin on 
sang ap of dust anne on poly- 
styrene by — hyo plica- 

tion. Chemical Div., Koppers Co. 
(3-721) 


CODE NUMBERING MACHINE. The 
Code-O-Matic, used for imprinting code 
symbols or numbers on rectangular labels 
for the food, drug, cosmetic and other in- 
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| am interested in the following items: 
3-700 3-701 3-702 3-703 3-704 3-705 
3-712 3-713 3-714 3-715 3-716 3-717 
3-724 3-725 3-726 3-727 3-728 3-729 
3-736 3-737 3-738 3-739 3-740 3-741 


BAG FLOUR PACKERS. Covers three 
models of Flour Packers with speci- 
fications and list of current users. Units 
adapted to production in 2 to 50 lb. ranges. 
6 pages. Pneumatic Scale Corp., Ltd. 


(3-708) 


3-706 3-707 3-708 
3-718 3-719 3-720 
3-730 3-731 3-732 
3-742 3-743 3-744 


3-709 
3-721 
3-733 
3-745 


3-710 
3-722 
3-734 
3-746 


ZIP-TAPE. Colorful folder on Zip-Tape, 
machine-applied _ cellophane 


and other ly wrap) 
artiele. “oo and rec finp atin 305 
given. The Dobeckmun Co. (3-709) 


you do not now subscribe to MODERN PACKAGING, bet wish 
to receive the next 12 issues ($5 everywhere), just check here 0 


cover cceccccccceccccccscscccccces sPOSITION 


(Not valid after June 15, 1950) 








eMANUFACTURERS’ LITERATURE¢ 


To obtain any of the booklets or catalogs listed below, 
simply circle the corresponding number on the post 
card, fill in the information requested, and mail. 


dustries, is described. S 
Trestrations are inclu 
Machine Corp. 


ifications and 
New Jersey 


METAL DETECTOR. Two illustrated 
bulletins discussing the ag = Metal 
Detector and its applications. ifica- 
tions included. 16 pages. ers 
Mfg. Co. (3-723) 


MATERIAL HANDLING EQUIPMENT. 
Two-color, four- illustrated brochure 
gi the speciation of Island Equip- 
ment t duty roller bed belt conveyors. 
Island Equipment Corp. (3-724) 


BAG FILLING AND SEALING MA- 
CHINERY. Illustrated folder presenting 
information concerning ——— fea- 
tures = uses on M B.. pee poe 
matic filling, mages ding and heat 

, ee 
agara Packaging ConM, v8) 


PLATE ROLL SERVICE TO ANILINE 
PRINTERS. Bulletin describing No- 
Flex Lg oyeny bed rolls and the en- 


Bavar Sachi be done Sook tes them by 


(3-726) 


FILLING MACHINE. The Type GAG 
filling machine for ice-cream, pastes and 
the like in small containers is illus- 
trated and described. Specifications are 

Arenco. (3-727) 


TINS AND PLASTIC BOXES. Various 
decorated trans a plastic boxes and 
stock design lithographed metal tins are 
illustrated. Suggestions for their uses are 
included. Weinman Brothers, p Hoe. 3-728) 


CLOSURES. Illustrated description of 
Upressit re-seal closures for tin and glass 
containers. Standard sizes are listed. 
Upressit Products Corp. (3-729) 


SIPHON FILLER. Included is informa- 
tion on the — principle and its applica- 
tion to the — States Siphon Filler. 

ions and illustrations of this 
equipment are included. United States 
Bot Machinery Co. (3-730) 


Syeda ee 
of quick s' 8 production 
= checking ies, end tower position, in 

of sizes ities and com- 
modity holders. The t Weight Scale 
Co. (3-731) 


VACUUM FILLING MACHINES. Bulle- 
tin describing the general characteristics 
of General ’ rotary Vacufiow fillers 
and listing <n 6 Mechanical Div. 
General (3-732) 


PHOTOELECTRIC CUT-OFF REGIS- 
TRATION CONTROL. Principle of 
operation and structure of the photoelec- 
cut-off registration control are given. 
4 pages. Electronic Machine Parts, Inc. 
(3-733) 


' 

PLASTIC UTILITY BOXES. Clear light- 

weight plastic boxes are illustrated with 
of various type ———— 
uses are given. 4 pages il- 

bert Plastics, Inc. (3-734) 


DISPLAY MATERIALS. Brochure illus- 
trating many seasonal photomurals, con- 
tinuous design materials, and three- 
dimensional display units, as well as 
standard construction materials and novel 
display accessories. 12 pages. Sherman 
Paper Products, Inc. (3-735) 


VINYLITE VINYL BUTYRAL RESINS. 
Technical release covering the general 
properties, compatibility, solubility, appli- 
cations, etc. on Vinyli te vinyl butyral 
resins. 22 pages. Bakelite Corp. (3-736) 
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122 East 42nd Street 


NEW YORK 17, N. Y. 


WRAPPING MACHINE. Given is a 

description of the features and advantages 

of the Wrap-King multiform wrapping 

machine. Information on the operation, 

svn | specifications, and accessories 

available is also included. 
Wrap-King Corp. 


MASON MAILMASTERS. A 16-page 
booklet shows how this mailing box is put 
to use in various operations, and gives 
specifications of different types of Stail- 
masters. Mason Box Co. (3-738) 


OPTI-CHEK REGISTRATION MA- 
CHINE. A descriptive folder on the 
operation of this machine designed for the 
pee a a of printing plates. H. H. 

einrich, Inc (3-739) 


SEALING. A 36-page text, giving helpful 
hints and suggestions on the pro 
technique of corrugated and soli 
tainers. Robert Gair Co., Inc. 


ing 
fibre con- 
(3-740) 


CARTON FORMING MACHINE. Four 
pages of testimonials, illustrations, and 
cost estimates for the Packomatic carton 
forming machine. J. 


REUSABLE JEWEL CASES. A full color 
brochure showing various jewel cases used 
by consumers for reuse after serving the 
purpose of merchandise display. Farring- 
ton Manufacturing Co. (3-742) 


CONSTANT MOTION CARTONERS. 
Four-page bulletin, describing automatic 
carton loading machines, with illustrations 
of ‘—— products automatically loaded 
ding cartons. R. A. Jones and Co. 
(3-743) 


CONTROLLED PACKAGING. Catalog 
gives data on controlled _ ackaging from 
milligrams to 100 lbs., with weighers and 
fillers of dry materials up to 150 per 

minute. Weigh Right Autematie Seale 
Co. (3-744) 


COSMETIC WARE. Descriptive litera- 
ture covering stock cosmetic bottles in 
crystal glass and opal. Hazel-Atlas Glass 
Co. (3-745) 


KLINGROSE GRAVURE PRESSES. 
Four-page folder depicting in text and pic- 
ture the Klingrose line of presses for 
gravure printing on paper, foil, cellophane, 
and other as uses. American Type 
Founders rp. (3-746) 


ROTARY gs eer AND FABRICAT- 
ING UNITS. gn yy -four page illustrated 
catalog showing 7 « standard 
equipment manufacture by the Cham- 
pplain Co., Inc. (3-747) 





tubes by SHEFFIELD 


for single use applications 


SHEFFIELD 
your worry-free 


source of supply 


Merk. anv Mas. America are painting themselves a rosier future 
these days through modern color additive systems. : 
Many paint manufacturers are capitalizing on this trend with su- 
perior “one-shot” tubes made by Sheffield. 

For quality tubes of consistent uniformity—for crisp, clear print- 
ing—and for speedy delivery ... order from Sheffield! 

Write today to your nearest Sheffield office, Dept. PM, for sample 
tubes and free estimates on your requirements, 


All types of tin, tin-coated, aluminum, 
lead, and Sheffalloy tubes. Free Catalog. 


THE SHEFFIELD TUBE CORPORATION 


HOME OFFICES - NEW LONDON, CONN. 


th AVE 


EXPORT OO FIFTH AVE. N.Y. CABLE 
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Program details for the annual meeting of the Folding Paper 
Box Assn. of America, which will be held March 21 through 
March 23 at the Drake Hotel, Chicago, have been announced. 
Meetings scheduled for March 21 include the board of direc- 
tors meeting, a stock box manufacturers meeting and a labor- 
relations seminar. Entries in the association’s annual carton 
competition will be on display and the annual banquet will 
be held Thursday evening, March 25. 


The American Management Assn. announces publication of 
three new pamphlets on packaging, the articles in each being 
based on the papers presented at the 1949 A.M.A. Conference 
on Packaging, Packing and Shipping: Packaging Series No. 
29, “Technical Developments in Packaging,” (50 cents per 
copy); Packaging Series No. 30, “Improving the Efficiency 
of Packaging Production,” (75 cents per copy); Packaging 
Series No. 31, “Cost Reduction in Materials Handling and 
Shipping,” ($1 per copy). Copies may be obtained by writing 
| A.M.A. at 330 W. 42nd St., New York 18. 


; A new 36-page manual on standardization of economical mate- 
‘ rials-handling practices in the paper industry has been issued 
'by the Addison-Semmes Corp. of Racine, Wis. This well- 
_ illustrated book offers information on the use of expendable, 

corrugated fibreboard pallets in shipping and storing roll and 
| sheet paper stock and has case histories showing the palletizing 
‘ and loading procedures followed for lower shipping costs. 


| The American Institute of Mining & Metallurgical Engineers 
) at their 79th annual banquet in New York awarded the James 
: Douglas Metallurgical Medal for 1950 to Dr. Francis C. Frary, 
| director of research, Aluminum Co. of America. The award 
| was presented “for distinguished achievement in science and 
' contribution to society by broadening the field of knowledge 
| in all phases of the aluminum industry and for his notable 
i success in directing a vast research project in this industry.” 


What's doing 

March 12-15—U. §. Wholesale Grocers’ Assn., conven- 
tion and exposition, Cincinnati, Ohio. 

March 13-14—Federal Wholesale Druggists’ Assn., con- 
vention, Hotel Statler, New York. 

March 15-17—American Management Assn., marketing 
conference, Hotel Statler, New York. 

March 21-23—Folding Paper Box Assn. of America, 
annual meeting, Drake Hotel, Chicago. 

March 27—30—American Drug Mfrs. Assn., convention, 
Boca Raton Hotel, Boca Raton, Fla. 

March 28-31—National Plastics Exposition, Navy Pier, 
Chicago. 

April 4-8—National Production Exposition, Stevens 
Hotel, Chicago. 

April 11-14—National Assn. of Chain Drug Stores, con- 
vention, Hollywood Beach Hotel, Hollywood, Fla. 

April 11-12—Point of Purchase Advertising Institute, 
annual symposium, Waldorf-Astoria, New York. 

April 24~-27—A.M.A. National Packaging Exposition and 
Conference, Navy Pier, Chicago. 

April 30-May 5—American Pharmaceutical Assn., con- 
vention, Traymore Hotel, Atlantic City, N. J. 








Information 


Newly elected officers of the Canning Machinery & Supplies 
Assn. are Eugene A. Hildreth, Owens-Illinois Glass Co., presi- 
dent; Hal W. Johnston, Stecher-Traung Lithograph Corp., vice 
president. §. G. Gorsline was re-elected secretary-treasurer. 
R. L. Perin, Continental Can Co., and Joseph Urschel, Urschel 
Laboratories, Inc., were elected to the board of directors 


W. Gordon Bennett, general manager of packaging and ma- 
terials handling, Anaconda Copper Mining Co., has been named 
general chairman of the fifth annual Industrial Packaging & 
Materials Handling Exposition which will be held in Philadel- 
phia at the Convention Hall, Oct. 10 through 12. The Society 
of Industrial Packaging & Materials Handling Engineers, which 
sponsors the exposition, has also announced that Frank W. 
Green, packaging consultant, Springfield, Mass., will serve 
as general chairman for the Fourth National Protective Pack- 
aging Competition, held in conjunction with the show. This 
year the educational program, which is a part of the exposition 
activities, will be conducted under the auspices of Community 
College, Temple University. 

The Michigan Division of the Society of Industrial Packaging 
& Materials Handling Engineers recently conducted a round- 
table discussion on freight loss and damage prevention. 


Arthur F. Meding, secretary-treasurer of the Edwards & 
Deutsch Lithographing Co., is the newly elected president of 
the Chicago Lithographers Assn. 


The spring meeting of Committee D-14 of the American Society 
for Testing Materials will be held March 27 and 28 at A.S.T.M. 
headquarters, Philadelphia. The meeting will cover the entire 
field of adhesive applications and is open to non-members. 


Gustav L. Nordstrom, secretary of the National Paper Box 
Mfrs. Assn., Philadelphia, plans to hold group meetings on the 
West Coast and the South prior to the annual convention to 
be held in Chicago in May. The annual meeting of the New 
England Division of the association will be held April 4, 
Sheraton-Biltmore Hotel, Providence, R. I. 


A meeting of all the technical committees of the Packaging 
Institute will be held on April 25 at the Furniture Club, Furni- 
ture Mart, 666 Lake Shore Drive, Chicago. A luncheon at 
12:30 will precede the separate meetings. Committees sched- 
uled to hold meetings that day include: steering, paper, plas- 
tics, shipping container, glass, drug and pharmaceutical, food, 
petroleum, packaging management and packaging education. 
Robert de S. Couch, General Foods Corp., is the general chair- 
man. Both the luncheon and the meetings are open to all. 
Tickets priced at $3 for the luncheon may be ordered in ad- 
vance from the Institute, 342 Madison Ave., New York 17. 

A Petroleum Products Packaging Committee is being organ- 
ized by the Packaging Institute. Invitations have been issued 
to packaging men from a number of petroleum refiners to attend 
a meeting on March 13 in New York. 


Crown Cork & Seal Co., Inc., Baltimore, Md., has just published 
an informative booklet which shows how its bottle stoppers 
are manufactured. “The Story of the Crown Cork” owes much 
of its interest to the full-color illustrations widely used through- 
out the 52 pages of the booklet. 


“Packaging Freshners” is the title of a new, full-color motion 
picture made by Swift & Co. which shows the details of a 
complete self-service meat operation in a moderate-sized retail 
food store from the time the meat is received through pre-pack- 
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wew DRIED FRUIT wrap 


Moisture and gas protection— guards against 
drying out and protects original flavor 
against harmful exposure. 

Brand Identification—can be carried on 
header or printed upon Saran Film. 


Adaptable—for use on automatic bagging 
machines. 


Clear the way for bigger sales with 
dried fruit packaged in glistening, 
clear Saran Film. Natural flavor and 
moisture are safely retained by the 
excellent moisture-proof quality of 
Saran Film. 
The superior qualities of Saran Film 
. impermeability .. . toughness . . . 
transparency . recommend its use 
for packaging candy, dried onions, nuts, 
powdered milk and many other products. 





protects quality... 
displays goodness! 


Saran film bags are produced on this 
Simplex Bagging Machine equipped with 
electronic sealirg devices. 





MOORPARK 


€aitvonns 


Ageing characteristics—Saran Film re- 
mains soft and appealing to the touch 
under normal conditions. 

Supply—let Dow put you in touch with 
Converters who can supply any size of bags. 


Dow Technical Service—can give answers to 


your specific plastics packaging needs. 


The Dow Chemical Company 
Plastics Division Dept.—TOF-13 
Midland, Michigan 





Y 
{araipy 
ie : TELL 


to package candy in 


moisture- proof bags 





Please send me additional information about Saran 


Film Packaging. 


Name 


Street 





Plastics Division TOF-13—Packaging Section © THE DOW CHEMICAL COMPANY e MIDLAND, MICHIGAN 
New York © Beston © Philadelphia © Washington © Atlanta © Cleveland © Detroit © Chicage © St. Louis © Houston © San Francisco © Les Angeles © Seattle © Dew Chemical of Canada, Limited, Toronto, Canada 
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For example, take this plastic, tarnish-resistant step-up" chest 
for children's silverware . . . molded by Kirk for International 
Silver. A clean break from traditional wooden chests, it still 
preserves the product's dignified elegance . . . adds eye 
appeal and protective features. 


Kirk's ability to mold merchandising magic into clear-view 
and other plastic containers is paying off for International 
Silver. It may pay off for you. Write for Information. 


F. J. KIRK MOLDING Co. 


CLINTON, MASS. 


THE BEST IN 


EQUIPMENT 


As pioneers and exclusive man- 
ufacturers of heat sealing equipment 
for more than 15 years, the Heat Seal-it 
Company offers a plete line designed to perform 
any heat sealing task faster, better and more economically. 
The Heat Seal-it line offers many exclusive features not 
available elsewhere. Regardless of what your heat 
sealing problem may be, write for our catalog 
for a better soluti No obligati WRITE 


of course. FOR 


HEAT SEAL-IT COMPANY Y= 
4316 LANCASTER AVE., PHILADELPHIA 4, PA. 











For Your Information 


aging. It also has an interesting series of candid scenes show- 
ing typical consumer shopping habits. The film is available 
on a loan basis. Direct requests to Henry Schumacher, 
Merchandising Service Dept., Swift & Co., Chicago 9. 


“How to Pack It,” a 32-page booklet issued by The Hinde & 
Dauch Paper Co., Sandusky, Ohio, outlines the specific uses 
for 76 types of corrugated boxes, with packaging information 
for manufacturers of any 
product—from the  stand- 
point of product protection 
and product promotion. 
Most of the corrugated 
boxes shown are available 
in plain, colored or all-over 
pattern board and many of 
them have special features. 
Other Hinde & Dauch 
packaging materials also illustrated in the booklet with 
use suggestions include unlined corrugated paper, “Flex- 
pak,” a wrapping-protecting material, and “Plypak,” a mul- 
tiple-thick corrugated paper used for cushioning purposes. 


The part plastics have played in the development of the pack- 
aging industry in recent years will be illustrated dramatically 
by a display of more than 100 case histories at the 1950 Na- 
tional Plastics Exposition being held March 28 through March 
31 at the Navy Pier in Chicago. All types of plastic packag- 
ing materials will be shown in the display. 


Henry P. Taylor, !iead of Taylor & Caldwell, Inc., was elected 
1950 president of the National Canners Assn. succeeding John 
F. McGovern of Minnesota Valley Canning Co. New vice 
president of N.C.A. is Herbert J. Barnes, vice president of 
Kaysville Canning Corp. 


The Lake kLrie Papermaker’s & Converter’s Assn. is holding 
its March meeting in Cleveland on March 17. Members will 
hear a three-man panel discuss “What's New in Adhesives.” 


Crown Can Co. has introduced a new catalog for its general 
can line that gives a valuable listing of types of cans suitable 
for individual products in the food and bakery fields, the in- 
secticide and household product field, petroleum, automotive, 
paint and varnish industries. Request copies from the com- 
pany’s Catalog Div., Erie Ave. & H. St., Philadelphia 34. 


Thomas M. Rector, vice president of General Foods Corp., 
will be awarded the Nicholas Appert Medal for 1950 at the 
annual banquet of the Institute of Food Technologists to be 
held on May 23, Edgewater Beach Hotel, Chicago. 


The fourth edition of “How to Cure and Package Natural 
Cheddar Cheese in Pliofilm” by the “pressure-pack” method 
has just been published by The Goodyear Tire & Rubber Co., 
Inc. This edition represents the accumulated experience of 
over 10 years of development work in the packaging and cur- 
ing of natural cheese. Copies may be obtained by writing to 
the Pliofilm Sales Dept., General Products Division of the 
company, Akron 16, Ohio. 


The National Paper Box Mfrs. Assn., Inc., will hold its 1950 
annual convention May 14 through 17 at the Drake Hotel, 
Chicago. Registration forms are now being sent to members. 


National Adhesives Division of National Starch Products, Inc., 
has compiled a chart giving the comparative characteristics of 
commonly used transparent films which is presented in a new 
booklet entitled, “How to Handle Adhesives for Transparent 
Films.” Copies may be had upon request to National Ad- 
hesives, 270 Madison Ave., New York 16, or through Na- 
tional’s sales offices. 
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“AUTOMATIC CARTON 


| 
| 


PACKAGING MACHINES 
FOR DOUBLE-END LOCK 
CARTONS AND TRAYS 


Since the double-end lock uses a minimum 
amount of board for cartons or trays, Peters’ 
machines can now be built to handle either 
double-end lock cartons and trays, or the 
very popular ‘Peters Style” carton. 





If you use either or both styles of cartons, 
it will pay you to investigate the merits of the 
automatic packaging machinery illustrated on 
this page. 


You will find Peters offers the finest in 
carton packaging machinery. 


This PETERS JUNIOR CAR- 
TON FORMING AND LIN- 
ING MACHINE sets up 35- 
40 cartons per minute, re- 
quiring only one operator. 

After the cartons are set 
up they drop onto a con- 
The plus quality in good packaging— SEAL- y veyor where they ore car- 
SPOUTS, a sales advantage recognized by the ried to be filled. 

CORN PRODUCTS REFINING CO., makers of : Machine can be made 
“NIAGARA LAUNDRY STARCH.” adjustable to set up several 


different size cartons. 


In addition, SEAL-SPOUTS protect package con- 
tents against moisture and dust after the package 


This PETERS JUNIOR 
has been opened for use. 


CARTON FOLDING 
AND CLOSING MA- 
CHINE closes 35-40 car- 
tons per minute, re- 
Let us show you what SEAL-SPOUTS will do for quiring no operator. 
your product; send us one of your packages. After cartons are filled 
We'll insert a SEAL-SPOUT and return it. they enter machine on 
conveyor and are auto- 
matically closed. Can 
also be made adijust- 





able to close several 


*T.M. Reg. U.S. Pat. Of. Pr different size cartons. 





ied PETERS 
SEAL-SPOUT CORPORATION | 


363 Jelliff Ave., Newark 8, N. J 


MACHINERY .COMPANY 
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Here's a superbly engineered and constructed 
machine for manufacturing fine cylindrical paper 
products. Tubes produced range from %” to 13” 
LD. and can have up to 30 plies or 1” wall 
thickness. 


You'll be TICKLED to TICKLE this Winder. 
The Jerk is gone—JOGGLE the Clutch Bar and 


you'll be amazed how the Webs are eased into 
the wind. 


You're out of the JUNGLE of Shafts, Motors, 
Drives and Belts when you thread this Winder. 
Walk around this Winder with surety and safety. 


Send for full particulars 


Machinery and Products Engineering Corp. 


Paper Conversion Machinery 


3630 Frankford Ave. Philadelphia 34, Pennsylvania 

















PACKAGING 


OF MOST 
DRY PRODUCTS 


(Flat 
Bottom 


Containers) 


AUTOMATIC FILLING MACHINE AND CONVEYOR 


A low price combination equalling more costly machine 
performance 
Feeds from right or left 
Quick, easy change-over for variations in containers and products 
Assures positive fill with 
no spillage 
Send product sample and 


package for complete details 
price. 








Makers of Semi and Automatic Packers 
338-01 Cortlandt St., Belleville 9, N. J 
EXCLUSIVE DISTRIBUTORS 


MIO-WESTERN & SOUT 
Miller Wro s 


U.S. Patents Digest 
Edited by H. A. Levey 


This digest includes each month the more important patents 
of interest to those who are concerned with pac aging 
materials. Copies of patents are available from the U. 

Patent Office, Washington, al 25 cents each in currency, th 
order or certified check; postage stamps are not accepled. 


Package, O. H. Hultin (to Pneumatic Scale Corp., Ltd., Quincy, 
Mass.). U. S. 2,491,663, Dec. 20. A carton having a body 
portion provided with wide side panels having a pair of rela- 
tively wide side flaps of less width than the side panels, said 
flaps being sealed together in overlapping relation which are 
made to form a rectangular pocket and the end of flap folded 
inwardly forming a closure for one end of pocket. 


Container, C. E. Meyerhoefer (to Lewyt Corp., Brooklyn, N. 
Y.). U. S. 2,491,680, Dec. 20. A vacuum-cleaner assembly 
including motor-driven cleaner unit, wand sections and a hose 
to connect same, a receptacle comprising an upper and lower 
portion, lower portion receiving unit with wands and hose 
frictionally engaging the faces of unit, wand sections height 
being greater than receptacle lower section and upper portion 
being formed with openings in its face to accommodate the 
upper ends of wands 


Combined Measuring and Filling Machine, C. G. Meyers 
and B. S. Harrington (to Armour & Co., Chicago, Ill.).' U. S 
2,491,826, Dec. 20. In a filling machine, a belt-type conveyor 
adapted to receive a series of containers in longitudinal arrange- 
ment thereon, a pair of nozzles spaced apart three container 
lengths, means for delivering measured charges of material 
alternately to the nozzles for discharge therefrom 


Carrier Bag, H. C. Orchard (to Orchard Paper Co., a corpora- 
tion of Missouri). U. S. 2,491,929, Dec. 20. The combination 
of a bag having front and rear walls and a closure flap ex- 
tending from one of them, said walls provided with registering 
apertures therethrough adjacent flap and a flexible cord for 
carrying the bag and for holding flap closed 


Cap For Containers, H. Z. Gora (to The Gora-Lee Corp., 
Stratford, Conn.). U. S. 2,492,144, Dec. 27. <A flanged cap 
for a container having an exteriorly disposed projection adja- 
cent the mouth, an annulus of resilient acid-resistant gasket ma- 
terial disposed within and bonded to the flange 


Container With Pressure eet A. S. Kester (to The Raulant 
Corp., Chicago, IIL). 2,492,226, Dec. 27. An enclosure 
for a medium capable of exe sili different pressures and having 
relatively non-elastic walls comprising a tubular extension 
formed integrally with one of the walls, a second smaller tubular 
extension having an access hole to the atmosphere formed out 
of the top wall of the first extension, a cap for covering access 
hole, an elastic stopper having a trapezoidal-shaped slit mounted 
under pressure and lying completely within the area enclosed by 
the first extension, the top of the stopper being recessed around 
the slit to form a reservoir below the level of the slit 


Bag Spreader and Holder, N. Siegman and I. Johnson (said 
Johnson to Siegman, Cincinnati, Ohio). U. S. 2,492,448, Dec 
27. A device comprising an open-sided bin-like structure, bag- 
engaging elements mounted at the top of one side of structure, 
a bar carrying bag-engaging elements reciprocally mounted at 
the top of other side of structure, spring means for yieldingly 
holding bar against the side and operated by pedal means. 


Folding Paper Box, W. G. Anderson, Jr. (to American Box 
3oard Co., Grand Rapids, Mich.). U. S. 2,492,454, Dec. 27. 
A box structure comprising a rectangular bottom, vertical front 
and rear sides foldab ly connected thereto, a top foldably con- 
nected at the upper edge of rear side, end members extending 
from each end of the bottom and from each of the front and 
rear sides, end members connected with overlapping and hav- 
ing interlocking connection with each other 


Tape Dispenser, A. L. Quinlan (to Western Electric Co., Inc., 
New York, N. Y.). U. S. 2,492,593, Dec. 27. <A device for 
dispensing adhesive tape and means for supporting a roll of 
tape and having a rotary dispensing wheel 


Metal End Closure For Waxed Paper Container ae 
C. W. Priest (to Continental Can Co., Inc., New York, N. Y. 

U. S. 2,492,500, Dec. 27. In a container closure, a aa 
body of paper or equivalent fibrous material and a metal end 
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It takes both 
to make an effective package 


Here’s another example of good 
packaging based on these two es- 
sentials of modern merchandising: 


1. Shoppers can see all they want 
to know before buying—thanks to 
the crystal-clear transparency of 
DuPont Cellophane. Onself-service 
display, the Cellophane-packaged 
product does its own selling job. 


2. Foods stay fresh, flavorful and 
sanitary as a result of the scien- 
tifically tailored protection of Cel- 
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lophane. There are over 50 film 
types—each designed for a specific 
protective purpose. 


These two advantages help make 
an effective package. The convert- 
ers of Cellophane and Du Pont 
packaging specialists are continu- 
ally at work helping to build better 
packages. 


E. I. du Pont de Nemours & Co. 


(Inc.), Cellophane Division, Wil- 
mington 98, Delaware. 








DuPont 
Cellog thane 


what it Protects oat what it Shows 


GU POND 


BETTER THINGS FOR BETTER LIVING 
... THROUGH CHEMISTRY 
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PACKAGE FILL 
MILLIGRAMS 
GRAMS OUNCES 


With this Model A PAK KING 
filler you meter the above 
volumes accurately and at high 
speed. Spices, coffees, teas, 
grated cheese, cocoas, drugs, 
powders, insecticides and chemi- 
cals. In semi or full automatic 
dust free designs up to 120 per 
minute or more. Loose, settling 
or ram pressure fill. Tandem 
fillers for high speed or extra 
settling features as required for 
powdered sugar cartons. 


Ask for catalog No. 48 or Bulletin 
No. 481 and 482. 








WEIGH RIGHT AUTOMATIC SCALE COMPANY 


JOLIET CLECMORS «+ Y.S, A. 


NEW CADY HAND MICROMETER 
FOR ON-THE-SPOT CALIPERING 


This new portable, light- 
weight thickness measure 
is precision built to the 
same specifications as 
Cady Laboratory and 
Desk model! micrometers. 
The frame is cast alumi- 
num; capacity is sheet or 
fabricated material up to 
16" thick; dial is gradu- 
ated in 1-1000ths of an 
inch, with clear legible 
markings for direct read- 
ing—no computing. 


For calipering Boards, 
Papers, Foils, Plastics, 
Felt, Fabrics, Metals, any 
material requiring an ac- 
curate thickness measure 
for inspection, comparison 
orrecording. Flat end or 
spherical end anvils in 
specified diameters are 
available. Used by manu- 
fecturers, fabricators, men 
who buy, sell, or specify 
packaging materials. 


Write for specific informa- 
tion and prices. 


Write for data: Burst Strength Testers, Micrometers, Basis Weight Scales. 


E. J. CADY & COMPANY, 134 N. LaSALLE ST., CHICAGO 2, ILL. 
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closure, said end closure being formed to include an annular 
channel defined at least in part by a heel wall and a skirt be- 
tween which the end of body is tightly clamped, body having an 
anchor band coated thereon at its outer surface lying opposite 
skirt and being coated internally and externally with wax 


Tubular Cartons With Strong End — W. A. Ringler 
(to The Gardner Board & Carton Co., a corporation of Ohio). 
U. S. 2,492,712, Dec. 27. A tubular carton having enclosing 
body walls in articulation and closure means articulated to the 
ends of the body walls, one of closure means being a flap articu 
lated to one of the body walls and of general dimensions to 
cover the end of the carton, the closure means articulated to 
adjacent body walls being diagonally scored webs articulated 
also to the side edges of flap 


Permanent Paper ar Method of Making Same, J. Studeny, 
J. D. Pollard and C. G. Dandes (to American Cyanamid Co., 
New York, N. Y.). U.S. 2,492,821 and 2 22, Dec. 27. J 
method of improving the stability of paper "against aging which 
comprises impregnating paper with an aqueous solution of am 
monium and alkali metal salts of dioanamide and drying same. 


Dispensing Container, B. Bannister (to J. H. Young, Pitts- 
burgh, Pa.). U. S. 2,492,830, Dec. 27. A salt shaker adapted 
to maintain ordinary table salt in a dry, freely flowable con- 
dition and capable of converting salt too moist for ready dis- 
pensing into salt dry enough to be capable of flowing ireely, 
container having a moisture-impervious transparent containe 
including body portion open at one end and a closure onthon 
closing the open end, an airtight sealing gasket between closure 
portion and body portion for preventing air containing moisture 
from entering container 


Ice-Cream Container, A. H. Barasch, Uniontown, Pa. U. S. 
2,492,832, Dec. 27. A food product comprising an edible food 
container having a lid upwardly arched along the longitudinal 
axis thereof and expansible in response to pressure for maintain 
ing a constant seal at the joint between the container and lid. 


Tablet Box, L. Hermani (to Continental Can Co., Inc, New 
York, N. Y.). U.S. 2,492,864, Dec. 27. A two-piece metal 
box for tablets comprising a body and a cover, each having 
rear, front and side walls with cover walls engaging over the 
body walls, body walls being offset inwardly adjacent the rear 
wall to provide recesses, cover walls having inwardly extending 
pintles adapted to engage 
connection for the cover 


said recesses and serve as a hinge 


Metal Can For Liquid Products, J H. O'Neil (to ¢ ontinenti al 
Can Co., Inc. New York, N. Y U. S. 2,492,883, Dec. 27 
A metal can for liquid products sania rising a body, closure ends 
seamed thereto, one of said ends having a relatively small fill- 
ing opening therethrough, surrounded on inner face of end by in 
wardly projecting portions, whereby opening is adapted to 
be closed by solder tipping 


Method of and Apparatus For Forming Paper End Cyne 
W. F. Punte (to Continental Can Co., Inc., New York, N. Y 
U. S. 2,492,886, Dec. 27. Device for forming paper ends for 
containers, means for stamping a blank from a sheet of ma- 
terial and shaping the blank to form a body portion 

ee Sheet Stacking Apparatus, J M. Royal (to Continental 
Can Co., Inc., New York, N. Y U. S. 2,492,889, Dec. 27 
In a p> metal handling senuanton a traveling belt, magnet 
means closely overlying said belt and effective to hold a sheet 
against the belt and cause the sheet to move with said belt, 
means for moving the magnet means away from the belt after 
the sheet has been moved a predetermined distance to cause it 
to fall and be deposited at a predetermined receiving station 


Label-Applying Mechanism, G. W. von Hofe (to New Jersey 
Machine Corp., Hoboken, N. J.). U. S. 2,492,908, Dec. 27. In 
a machine for applying adhesive-coated sheet material to ar- 
ticles, a suction transfer device having a sheet-carrying surface 
and having a chamber connected to a source of suction, a 
multiplicity of air passageways connecting the suction chamber 
with surface and arranged to create a suction condition over a 
certain area of surface large enough to support the 
sheet to be carried 


entire 


Snap-On Cover, J. D. Reifsnyder (to Lily-Tulip Cup Corp. 
New York, N. Y.). U. S. 2'493,086, Jan. 3. A_ single-piece 
paper cover comprising a top and a depending flange having an 
inner concave portion and a skirt portion constituting a con 


MODERN PACKAGING 





EVENFLO ENGRAVED INKING ROLLS 


eliminate ink waste, poor quality runs and re- 
jects due to faulty inking and need no adjust- 
ing. New Evenfio engraved ink-metering rolls 
make tedious adjustments unnecessary. Ink is 
fed in the exact quantity necessary for fine 
presswork, continuously and automatically. No 
press time is lost, no ink wasted and less print- 
ing stock is spoiled due to poor inking. 


NO-FLEX PLATE ROLLS AVAILABLE 
ON SHORT NOTICE AT LOWER COST 


No-Flex — the new plate rolls that completely 
eliminate flexing and whipping—are your guar- 
antee of a perfect impression. Special high 
speed lathes and equipment and improved 
methods of manufacture mean you get preci- 
sion made rolls, quickly, and at lower cost. All 
No-Flex rolls are ground finished to your exact 
specifications and carefully inspected before 
shipment. The next time you need plate rolls, 
call Pamarco for faster service, lower cost and 
a better printing job. Quotations on plate, im- 
pression, and special rolls supplied promptly, 


PRESS BUILDERS 
Evenfio rolls, installed as original 
equipment, make your presses 
easier to sell because they print 
better, use less ink and require 
less operator attention. Inquiries 
from press manufacturers are in- 
vited. Prompt estimates on receipt 

of specifications. 


Ne s// LM, 


tar -malolaleoh Mie Male) 
it) mae) lol@elaleMaeha-1aelel- 


No need to set up a machine for testing ink. 
Quick as a wink, Evenflo Hand Proofer pro- 
duces an exact sample. Interchangeable rollers 
to match the one in your press or presses 
equipped with other than Evenfio rollers. 


Builder f ANILINE PRINTING PRESSES EVENFLO 
ENGRAVED ROLLERS. PAPER CONVERTING MACHINERY 
Capen wer a 


= 
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know about 3 eye- 
catching and alluring 


CREATED IN 


POLYSTYRENE 


by American Molding Poder & chaaieal Corp. 


Available in a multitude of colors and shades AMPACET 
pearl effect Polystyrene can give YOUR package that 
proven shot-in-the-arm. P 


also for your custom-made 
color requirements and for any desired special effect, 
tinsels, metallics, iridescents, phosphorescents. 


THE COST? Hardly more than run-of-the-mill standard colors. 


THE RESULTS? Beautiful, sparkling boxes and containers 
with a new and different look. 


Specify AMPACET Polystyrene or contact 
for further particulars and samples — 


AUS i DAL 


MOLDING POWDER 
and CHEMICAL CORP. 


i4 Hewes Street + Brooklyn 11, N. Y 
North th Street ° rooklyn 11, N. Y¥ 


MAin 5-7450 © Cable: ¢ hem} rod Brooklyn 





NEVERSTOP...Never Stops! 


Completely Automatic Operation 


S & S Packaging Machines are plenty versa- 
tile and adaptable to many kinds of prod- 
ucts. The Model “D” Carton Filling and 
Sealing Machine illdstrated here, will pro- 
duce 3600 filled cartons per hour . . . each 
one sealed top and bottom with the flaps 
specially folded and glued to insure a tight 
seal against leakage. Requires one attendant. 





Model “D” NEVERSTOP will take cartons 
from 4%6 x 3 x 16 up to 6% x 44% x 2%, 
and can be used with separate filling 
machines and the S & S Tight Wrap 
Machine. Other models are available for 
larger packages, with speeds up to 160 per 
minute. 





“NEVERSTOP” Automatic Carton 
| I OKE MITH () Filling & Sealing Machine at 
Perfex Co., Omaha, Nebraska. 


PACKAGING MACHINERY PAPER BOX MACHINERY 


tp Subsidiary of Food Machinery and Chemical Corporation 
M FRAN KF (@) RD x P H | LA. Exclusive West Coast Distributors: 


: ANDERSON-BARNGROVER DIVISION OF FMC 
San Jose 5, California 


eee 


A COMPLETE LINE OF FILLING AND PACKAGING MACHINES 
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tinuation of the lower edge, flange having an outer ply consti- 
tuting a continuation of top. 


Carton, W. P. Frankenstein, Cincinnati, Ohio. U. S. 2,493,189, 
Jan. 3. In a carton formed from a single blank comprising a 
base member, side walls formed from extensions from two 
opposite sides of base member and each including an outer wall 
member and an inner wall member, one of which wall members 
is integrally and hingedly connected to the base member, wall 
members spaced from one another for at least a portion of 
their height and having cooperating means on side walls and 
end walls for locking same in erected positions. 


Apparatus For Feeding and Transferring Articles, W. E. 
Zimmermann and H. E. Weidnaz (to Standard Cap & Seal Corp., 
Chicago, Ill.). U.S. 2,493,212, Jan. 3. In combination, a frame, 
a base, a container closure, delivery chute associated with said 
frame; a rotatable turret-type magazine mounted upon said base 
and adapted to contain a plurality of preformed closures. 


Apparatus For Packaging Cigars in Layers With the Cigars 
in One Layer Staggered With Respect to Cigars in Adjacent 
Layers, G. E. Boudreau (to E. I. du Pont de Nemours & Co., 
Inc., Wilmington, Del.). U. S. 2,493,221, Jan. 3. In a machine 
for packaging cigars in superimposed layers in a cigar box, 
a pair of oppositely disposed, spaced, yieldable guides between 
which the cigars are fed and disposed to form successive layers. 


Folding Paper Box, W. G. Anderson, Jr. (to American Box 
Board Co., Grand Rapids, Mich.). U. S. 2,493,281, Jan. 3. 
In a box structure, a rectangular bottom, spaced rectangular 
sides foldably connected with the bottom at longitudinal edges, 
sides being adapted to extend vertically from bottom at right 
angles thereto, a rectangular wire frame pivotally connected to 
upper edges of sides and extending between sides and box end at 
each end. 


Lined Carton or Container, K. T. Buttery, (to Sutherland 
Paper Co., Kalamazoo, Mich.). U. S. 2,493,337, Jan. 3. 
flat, foldable carton of rectangular section when erected, formed 
of an integral blank of stiff stock comprising aligned, hingedly- 
connected side and end walls and having a tubular liner of 
relatively flexible material longitudinally scored to provide ac- 
cordion pleats. 


Covered Box or Container, K. T. Buttery (to Sutherland 
Paper Co., Kalamazoo, Mich.). U. S. 2,493,338, Jan. 3. In 
a collapsible container, the combination of a body comprising 
a bottom, front, rear and end walls, body front having corner 
flaps extending therefrom, a cover extending from the upper 
edge of body rear wall and having cover and end front walls 
extending therefrom, being formed from an integral blank 
scored to provide hinged connections for the parts. 


Bag With Extensile Sealed Liner, E. B. Hoppe (to St. Regis 
Paper Co., New York, N. Y.). U. S. 2,493,348, Jan. 3. A 
multi-ply bag, the outer ply or plies of which are formed of 
paper, substantially non-stretching in normal use of bag and 
enveloping a liner ply of fluid-impervious, substantially stretch- 
able material. 


Bag With Extensile Sealed Liner and Method of Making 
Same, E. B. Hoppe (to St. Regis Paper Co., New York, N. Y.). 
U. S. 2,493,349, Jan. 3. A multi-ply bag including an outer 
ply of non-stretchable paper, an intermediate ply of creped 
sheet material, said plies enveloping a liner ply of substantially 
fluid-impervious, extensile, thermoplastic sheet material which 
is adhered on its outer surface at least to the high points of the 
creping of the creped ply, having a line of perforations adhered 
and heat sealed together. 


Apparatus For Folding Paper Sheets, E. J. LaCour (to Or- 
chard Paper Co., St. Louis, Mo.). U. S. 2,493,410, Jan. 3. An 
apparatus for folding sheets in sequence along a predetermined 
fold line, a platform for holding the sheets stacked, a pair of 
creaser rolls drivingly interconnected to rotate in unison below 
platform and having their peripheral surfaces substantially flush 
with supporting plane of platform to slidably engage the under 
side of the stacked sheet to either side of fold line. 


Container Closure, R. H. Horning (to Oswego Falls Corp., 
Fulton, N. Y.). U. S. 2,493,671, Jan. 3. An end closure for 
a container consisting of a flat blank coated on inner side with a 
substance operable to seal the blank to the container. 


Gum-Tape Applier, W. C. Renne, Jr., Kansas City, Mo. U. S. 
2,493,502, Jan. 3. A gum-tape applier comprising a frame 
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Sealin g 
perations 


with Doughba 
Rotary ot 


Code Seal Hole- Compres- Seddie 
Punch Seal sion Seal Lebel! Seal 


Sealsandprints Seals and Conventional Seals bag with 
code number punches hole compression saddle label. 
for dating or so bags can be seal gives posi- 

pricing in one hung on dis- tive air-tight 

operation. play racks. seal. 








Doughboy 
Code Seal- 
er without 
conveyor 


unit. 
Doughboy Rotary 


Sealer with conveyor 
unit. 











The new Doughboy Rotary Sealer handles cellophane, 
glassine, wax bags, various foil envelopes and pouches, 
laminated materials and pliofilm. It is especially adapt- 
able to sealing saddle labels to bag tops, code sealing, 
hole punching and compression sealing. 


Doughboy 


INDUSTRIES, INC. 


NEW RICHMOND, WiISC. 


Send for this FREE FOLDER 
DOUGHBOY INDUSTRIES DEPT MP. 

NEW RICHMOND, WISC 

Please forward to me at once your new folder on the 
Doughboy Rotery Sealer No obligation 





























MOSSTYPE 
Ready-to-print 
RUBBER 


DESIGN ROLLERS 


for printing 
CONTINUOUS 
ALL-OVER PATTERNS 


@ PLATE-MOUNTING 
@ MAKEREADY 
© DOWN-TIME 


@ ACCURATE REGISTER 
® CLEAN, SHARP PRINTS 
@ SEAMLESS DESIGNS 


VULCANIZED — they're good 
for long runs and re-runs 


Write for descriptive literature 


MOSSTYPE 


ROLLER CO., INC. 
33 FLATBUSH AVE., BROOKLYN 17, N.Y. 


Serving Converters and Package 
Printers all over the world 











MOLDED CLOSURES 
by Terkelsen 





STOCK CUSTOM 


(3% 


‘iw 
\ 15m 


eh n™ 
whale 0 


4, 40 
B%ett0 158% 410 


me 











a2 


Stock sizes 10 m/m 
to58 m/min phenolics 
or striking urea colors 


We specialize 
in private mold 
designs 





Terkelsen MACHINE COMPANY 
324 A STREET, BOSTON 10, MASS. 


Jesselson Sales Co., Inc. J. Rabinowitz & Sons, Inc. 
347 Fifth Ave., New York 15 2 Hanson Place, Brooklyn 17 
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adapted to carry a roll of gummed tape, a pressure wheel ro- 
tatably carried by frame, a resilient tire carried by wheel 
whereby tape drawn from roll is applied under pressure to any 
surface on which pressure wheel is rolled. 


Device For Applying Adhesive Tape, B. Burns, Los Angeles, 

Calif. 2,493,737, Jan. 10. A devise for applying adhesive 
tape to a surface, including a hollow casing provided with an 
opening means for rotatably supporting a roll of tape within 
casing to adapt the tape to be unwound from roll, end of tape 
passing outwardly through said opening. 


Container, H. C. Miller (to La Coeur Co., a company of 
Pennsylvania). U. S. 2,493,922, Jan. 10. A container com 
prising a hollow body member, at least one elongated channel 
arranged in one of the walls for housing a plurality of capsules 
in end-to-end relation. 


Adhesive-Applying Mechanism, S. R. Howard (to Pneumatic 
Scale Corp., Ltd., Quincy, Mass.). U. S. 2,494,176, Jan. 10 
An adhesive-applying mechanism for applying adhesive to a 
longitudinally moving web comprising a rotatable adhesive 
applying roller means for rotating the roller to cause the por- 
tion of its surface in contact with the web to travel j a 
direction opposite to the direction of travel of the web. 


Package and Method “ Making the Same, O. H. Hultin (to 
Pneumatic Scale Corp., Ltd. Quincy, Mass.). U. S. 2,494 177, 
Jan. 10. As a new article of manufacture, a package compris 
ing a bag containing a commodity, said bag being formed to 
provide a closed rectangular bottom and four rectangular side 
walls and having its top folded to provide a top closure 


Sheet-Feeding Mechanism, J. Magnussen (to Pneumatic Scale 
Corp., Ltd., Quincy, Mass.). U. S. 2,494,186, Jan. 10. Ina 
labeling mac hine, in combination, labeling mechanism including 
a magazine for supporting a vertical stack of labels, a recipro- 
cal suction pad adapted to engage stack and withdraw the 
lowermost label in the stack on its retracting stroke 


Carton, W. P. Frankenstein, Cincinnati, Ohio. U. S. 2,494,2 
Jan. 10. o a carton formed from a single blank miata a 
base member; side walls, each formed from an extension from 
opposite edges of base and each having for a portion of its 
height a rectangular tubular cross-section including an outer top, 
inner and bottom wall member hingedly connected to another 
through a glue flap hingedly projecting from bottom wall 


Process of Sannin Collapsible Cellular Container Par- 
titions, W. C. George and A. P. Klassing (to Gaylord Con 
tainer Corp., St. Louis, Mo.). U. S. 2,494,437, Jan. 10 
Process of manufacturing collapsed partition units which consist 
in dividing each of two webs of longitudinal zigzag cut into 
separate strips having interfitting alternating tongues and 
notches along their meeting edges, superimposing webs flatwise 
one on the other with the tongues of each strip on each side of 
the cut in each web 


Slide Dispensing Package With Reinforced a G A. 
Moore (to National Biscuit Co., New York, N. Y. U.. 3. 
2,494,446, Jan. 10. A package comprising a tray cam one 
end adapted for opening and reclosing, a wrapper enclosing 
the tray and sealed over the ends and bottom thereof, a collar 
encircling the wrapper adjacent the reclosable end of tray and 
a tear tape for severing the wrapper between edge of collar and 
reclosable end of tray. 


Method of Filling a Container by Vacuum and Then Placing 
the Container Under Pressure. A. J. Ritchie (to Electric 
Boat Co. Bayonne, N. J.). U. S. 2,494,454, Jan. 10. The 
method of charging a container with a smoke composition com- 
prising titanium tetrachloride, carbon bisulfide and phosphorus, 
which comprises placing container in dry condition under a 
vacuum, using vacuum to suck titanium tetrachloride into con 
tainer, stopping flow of titanium tetrachloride into container 
leaving an appreciable space and a partial vacuum therein, 
then using remaining vacuum to suck a solution of phosphorus 
in carbon bisulfide into container, and then charging liquid 
carbon dioxide into the container 


Container, K. S. Still, Chicago, Ill. U. S. 2,494,456, Jan. 10 
A container comprising an outer flask having an opening 
therein, at least one inner flask within outer flask also having 
an opening, flasks being joined together to make an integral 
structure, said openings being on corresponding ends of the 
flasks, and a puncturable diaphragm normally closing off each 
opening 
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SF 


TUBULAR 


YOU save time, 
money, labor and eee 
materials with this modern wrapper. ; / 
Only one operator and one helper are required to ECE 
deliver up to 150 units per minute, fully glued or ie 
tian 


heat sealed. Wraps products of all shapes with 
any type of wrapping material — without 


BEVELED SIDES 


stiffeners, unless desired, and without breakage! Pay Cu ; : y Ya 
Ideal for numerous varied products and also l W RRP FS 


available with hopper feed for stick candy and 


Maniufpachisurs 


similar cylindrical items. Write for illustrated HUDSON-SHARP MACHINE CO. « GREEN BAY. WIS 
brochure and complete information. SS a 


How many of these material characteristics do you need? 


How does your present material compare with Tekwood ? 


YOUR YOuR 


PRESENT PRESENT 
TEKWOOD MATERIAL TEKWOOD MATERIAL 


/ 
Mv Won't buckle, split, *. Be Unusually high 
splinter or warp strength / weight ratio 


Takes paint beautifully Extraordinary durability 


Light in weight 
Takes embossing cleanly 


and permanent! 
- J Routs or folds quickly and easily 


Ideal undersurface for 


3 ‘ Self-hinging, when scored 
covering materials 


or cut partly through 


Die-cuts cleanly and easily Vv Remarkably low in price 


MA 


Tekwood 


The secret of Tekwood’s versatility 
lies in the way it’s made. To each 
side of a core of sturdy hardwood, 
a tough sheet of Cylinder Kraft 
paper is bonded. The grain of the 
Kraft goes at right angles to the 
grain of the wood. The resulting 
“sandwich” is tough, strong, rigid. 
Write us today for complete data 
on Tekwood. Chances are you 
can use it. 


UNITED STATES PLYWOOD CORPORATION 


55 West 44th Street, New York 18, N. Y. 


Manufacturers of Tekwood and Weldwood Plywood 


Tekwood is a patented product — U. S. Pat. No. 1997344 
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Baker’s Breakfast Cocoa 


(Continued from page 95) message 
within the next few years. As a re- 
sult of these efforts and others before 
his time, Mr. Pierce saw a 40-fold 
increase in business during his 42 
years at Walter Baker—greatly attribu- 
table to the branded packages with 
the chocolate-girl trademark which 
consumers quickly identified with his 
products. 


Imitators 


Like all successful companies, 
Walter Baker had to fight off its share 
of imitators in days when it was dif- 
ficult to obtain legal protection. In 
1844 Mr. Baker informed one of his 
agents that a “Mr. Poillen in the 
Bowery (N. Y.) is making a cheap 
article of chocolate at 10 cts—labeled 
on the boxes ‘Baker, Boston.’ This 
is highly unjust to me as I am the only 
chocolate manufacturer of that name 
in Massachusetts. His chocolate cakes 
bear no stamp. If he perseveres, I 
will make a cheap article & stamp it 
‘Poillen, New York.’” In no uncertain 


F.M. HOWELL & CO. 


79-95 Pennsylvania Ave., Elmira, N. Y. 


terms, Mr. Baker himself wrote Mr. 
Poillen, asking him to cease and de- 
sist, concluding, “I desire to live in 
harmony with all my competitors & 
give all a fair chance.” 


Quality 


Throughout the history of the busi- 
ness there has been the insistence on 
quality inevitably associated with a 
great name in packaging. In 1864 
Walter Baker employed Miss Martha 
Pond, a deaf mute, to work in what 
was then known as the “secret room”— 
which the company has identified as 
one of the earliest laboratories in the 
food industry. Walter Baker always 
instructed his agents to return to him 
at his expense any chocolate products 
which “are worse for age, as the sale 
of it would be more injurious than 
its return.” Undoubtedly such re- 
turns were carefully examined in the 
“secret room.” 

He was also aware of the need as 
early as 1847 of some form of descrip- 


tive labeling for various grades of 





SINCE 1883 | 


INWEN NI SENS cay 


MINEOLA, N. Y. ¢ Garden City 7-7560 


products. To some of his agents he 
wrote: “In selling our WB Mass. 
Chocolate, I always wish grocers to 
understand that ‘Mass.’ chocolate is 
not ‘Baker,’ although they may some- 
times tell their customers so. I regret 
that we cannot stamp our articles ac- 
cording to quality No. 1, 2 or 3—but 
most chocolate makers won't do this, 
so I have to follow suit. The way 
now to know articles is by Name, and 
not number. The stamp ‘Baker's’ on 
the chocolate and cocoa is pure gold 
anywhere, but for any other stamp, 
I can say nothing of consequence.” 
Customer complaints were as care- 
fully checked as they are today and 
Walter Baker's answers to the com- 
plaints reveal that he, too, had trouble 
getting consumers to follow direction 
copy on the packages carefully. In 
1849 he wrote to a grocer who had 
returned a package of Baker’s Choco- 
late Broma: “I have tried the Broma 
exactly according to directions and | 
find it as good as any Broma which I 
manufacture. From this I infer that 
the person who complained of it did 
not conform to the directions in cook- 
ing it, or that they would dislike the 
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Like Delivering Bread in its Own Oven! 
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O- Bread wrapped in wax 


es 


paper to which BAKELITE Polyethylene has 
been added—is oven-fresh bread! 

This is because BAKELITE Polyethylene as 
a wax additive keeps moisture and flavor in! It 
goes on right over printing. It improves appear- 
ance and gloss. It keeps coatings from coming 
off, and imparts toughness and resistance to 
scuffing. It gives a stronger heat seal and better 
cold flex so important to food packages sub- 
jected to low temperatures. . 

BAKELITE Polyethylene can be applied to 
any type of paper to give it the properties of 
Polyethylene film itself. It has extreme resist- 
ance to flavor transfer for foods of every kind 
—frozen or fresh. It is tasteless, odorless, non- 
toxic. It resists neariy all chemicals. Whether 
you use it as a wax additive or by itself as a 
paper coating, it will pack your perishable 
products more safely, securely, attractively, 


and often more economically because of its 
unique properties. 

BAKELITE Polyethylene comes in a wide 
range of colors, transparent, translucent, or 
opaque. It is easily printed. Wrappers made of 
it can serve as handy re-use bags. Let us supply 
complete information on the uses of BAKELITE 
Polyethylene—and VINYLITE Brand Plastics— 
in film, molded, or extruded forms, or for coat- 
ing paper or foil. Write Dept. HQ-55. 


Bread wrappers by Pollock Paper Corporation, 
2236 South Lamar Street, Dallas, Texas 


Visit AMA National Packaging Exposition, 
Navy Pier, Chicago, April 24-27. 


Bakelite 
PoGyetty lene 


BAKELITE DIVISION, Union Carbide and Carbon Corporation, 30 East 42nd Street, New York 17, N. Y. 
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British Ministry of Supply Specify 


: A L K AT # f E . POLYETHYLENE FILM FOR PACKAGING CARBON RESISTORS 


‘ALKATHENE’ film has been chosen 
to protect carbon resistors supplied 
by the Erie Resistor Co., Ltd., 
London, in accordance with a Brit- 
ish Government specification. ‘Al- 
kathene’ film replaces a complex 
wax dipped laminate. It provides: 


1. A lighter weight package 

2. A reduction in materials and 
labour costs 

3. Superior performance 

4. Transparency, enabling condi- 
tion to be observed 


The film envelopes were manufac- 
tured by Paper Goods Manufactur- 
ing Co. Ltd. 


IMPERIAL CHEMICAL INDUSTRIES, LTD. ENGLAND 


are you specifying 
2 


(WWu- 


TO A FILLED AND SEALED 
SALES-WINNING PACKAGE 


A. 3 AAutomatically..AT LOW COST 
7 


(1) Makes the package from a roll of paper, film, or 

foil; (2) Fills and counts or measures the contents; 

» =». Or competing (3) Finishes up to 36,000 packages per 8 hour shift. 

against it? Whether your product is solid, liquid, powder, or 

multiple items, the Bartelt Packager will place the 

looks ... feels... wears like top-grain leather—yet costs desired quantity in a container made of any type of 

@ fraction of its price! Only Uni-Mark makes Fabricated Leather * heat sealing material from heavy 60 Ib. krafts to 
—and only Fabricated Leather* contains genuine leather fibers. the thinnest films and foils. Feeds to handle prod- 


. ucts from hardware to soup mix are available. Writ 
UNI-MARK, INC. for details today, ‘ par 
450 Fourth Ave., New York * 60 South St., Bost 
Agents in alll principal cities. 7 BARTELT ENGINEERING CO., ROCKFORD, ILL. 
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article however prepared. Mankind 
have different tastes, however, and 
many are much pleased with it, and 
others prefer chocolate and cocoa.” 

When the pure-food laws went into 
effect early in this century, the Walter 
Baker company instituted a practice 
of putting a purity guarantee sheet 
in each case of chocolate products. 

In 1934 the company inaugurated 
the most modern quality-control 
laboratory and code-marking system 
for each batch of Walter Baker prod- 
ucts to assure quick identification in 
case of injury. 


Today's products 

Baker’s Premium No. | Chocolate, 
in the package containing individually 
wrapped squares, dominates the cook- 
ing-chocolate market today. Thou- 
sands of recipes specify “Baker's 
Chocolate” almost as though there 
were no other. Competitors, it is 
said, have practically given up trying 
to capture this market, preferring to 
get their share of chocolate business 
through other forms of chocolate prod- 
ucts. 

During the course of Walter Baker’s 
history, consumer preferences in 
chocolate products have changed 
many times and with these changes 
Walter Baker has moved into new 
fields of chocolate manufacture. Last 
year Walter Baker introduced its new- 
est grocery product, Baker's 4-in-1 
Sweet Cocoa Mix, for making instant 
cocoa, frostings, fudge and sauce. 

Some 50 or more Walter Baker 
products today fall into three groups: 
(1) packaged grocery products, in- 
cluding Baker's Premium No. 1 Choco- 
late, Baker’s Breakfast Cocoa, De Luxe 
Cocoa, German’s Sweet Chocolate 
(named after a one-time coachman of 
Walter Baker), Chocolate Chips, Dot 
Chocolate and the recently introduced 
Baker's 4-in-1 Sweet Cocoa Mix; (2) 
a confectionery line of packaged solid- 
chocolate candy bars and other spe- 
cialties; (3) bulk products such as 
coatings, syrups and cocoa powder 
used by manufacturers of candy, baked 
goods, ice cream and pudding pow- 
ders. 

Every package is identified by the 
famous chocolate girl, representing 
185 years of the Walter Baker Co.’s 
history—its progress, its triumph over 
imitators, its steady expansion and 
continued growth into new fields to 
satisfy the taste for one of the world’s 
favorite flavors. And wherever the 
trademark is seen on a package, it is 
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MODEL B-12 
THERMAL IMPULSE 
TYPE SEALER 


This unique heat sealing machine effects a positive, liquid-tight 
seal on Polyethylene, Vinyls, Saran and other heat sealing plastics. 


The Wrap-Ade Model B-12 is simple in operation and requires 
no sensitive, difficult-to-adjust thermostat controls. There is only 
one dial which sets the machine for any gauge material. 


When set up over a conveyor system, this machine gives 
sealing speeds on polyethylene bags which have heretofore 
been impossible with a single operator. 


Write today for full information on this and other Wrap-Ade Packaging Machinery 


MACHINE CO., INC. 
83 VALLEY STREET 
BELLEVILLE, NEW JERSEY 
PHONE—BELLEVILLE 2-6150-1 





mu me Bagging Table... 


— 


SPEEDS YOUR PREPACKAGING 
-»--MAKES IT MORE PROFITABLE! 


This 4-station all-steel portable table is designed for 
prepackaging potatoes, onions, oranges, lemons, grape- 
fruit and other similar products. Powered by a % h.p. 
motor; plugs into any 110-volt outlet. Four bagging 
heads available to meet all requirements. Stationary 
20-station model also available. You can use an FMC 
Bagging Table in your operations—investigate now! 
Write for Bulletin 103. 


FOOD MACHINERY AND CHEMICAL CORPORATION 


Packing Equipment Division * Riverside, California 








at GE ACAD AOE LD 


They jee New! They se lifferent/ 


CONTAIN 


for small ifems... 


Manufacturers of a wide variety of products will 
find these miniature plastic containers ideally 
suited for many purposes such as the packaging of 
small items, sampling, etc. They are strong and 
durable, exceptionally light in weight and low in 
cost. 


These containers can be supplied either trans- 
parent or in a variety of colors. Stock sizes range 
from 34" to 114” in diameter and from 44” to 34" 


“4 
in height. Other sizes can be made to special 
order. 


We will be glad of an opportunity to work with 
manufacturers in adapting the use of these con- 
tainers to their individual requirements. Mail the 
coupon below for samples, prices and individual 
information. 


The containers or covers can also be supplied 
separately for use as tube ends and plugs. 


‘PLIABLE PLASTIC 


Ideally suited 
as containers for: 


Tablets, Pills 
Pharmaceutical Products 
Biological Specimens 
Radio Parts 

Precious Stones 
Photographic Filters 
Oils 

Chemicals 

Coins 

Phonograph Needles 
Small Hardware Items 
Small Electrical Items 


ENGINEERING AND 


Ss MANUFACTURING CO. 


4733 ELM STREET - BETHESDA 14, MD. 
Representatives in Principal Cities 


NAME 


COMPANY 


STREET 


city STATE 


164 


We will send samples 
and detailed 
information 
promptly! 





recognized as a symbol of quality. 
Few packages have greater claim to 
fame. 


Crepits Breakfast Cocoa can and 
equipment for seaming bottoms, a de- 
velopment of American Can Co., New 
York; 4-in-1 can and De Luxe Cocoa can, 
also American Can Co. Breakfast Cocoa, 
4-in-1 and De Luxe Cocoa labels, Pre- 
mium No. 1 Chocolate and Dot Chocolate 
cartons, German’s Sweet Chocolate wrap, 
U. S. Printing and Lithograph Co., Cin- 
cinnati, Ohio. Caracas Bar and Milk 
Chocolate printed aluminum foil wraps, 
Reynolds Metals Co., Richmond, Va. 
Cellophane overwraps for Milk Choco- 
late multiple packs, E. I. du Pont de 
Nemours & Co., Inc., Wilmington, Del. 
Chocolate Chip carton and display car- 
tons for Penny Mints and Farmington 
Milk Chocolate Blocks, Associated Fold- 
ing Box Co., Boston, Mass. Printed cel- 
lophane wrap for 1-lb. Farmington Milk 
Chocolate Blocks, Nashua Gummed & 
Coated Paper Co., Nashua, N. H. Wrap- 
ping machine for l-oz. squares of Pre- 
mium No. 1 Chocolate, Package Ma- 
chinery Co., East Longmeadow, Mass. 
Cartoner for Premium No. 1 Chocolate, 
R. A. Jones & Co., Inc., Cincinnati, Ohio. 


* 
Questions— 
(Continued from page 128) protection 
is required. On the other hand, there 
are many brands of tea which are put 
up in plain paperboard cartons, with 
no protection whatsoever. 


ANSWER: 
experts that all teas require protection 
against excessive moisture pick-up, 


It is the consensus of tea 


loss of aromatic portions and contami- 
nation by outside odors. These for- 
eign odors can come from low-grade 
carton stock or printing ink or from 
goods which are placed adjacent to 
the tea in retail outlets or at home. 

In the old days, bulk tea was 
shipped into this country in wooden 
chests lined with heavy-gauge lead 
foil. 
cases, consisted of a heavy-gauge alu- 
minum or other metal foil crimped 
into a tight package and labeled with 
a paper band. 

Today, most tea is packaged in fold- 
ing cartons which are lined with plain 
glassine, laminated glassine or glassine 
laminated to aluminum foil or cello- 
phane. 


Early tea packages, in some 


The liner may consist of an 
inner bag or a liner which has been 
formed on automatic liner-making and 
inserting equipment. In either case, 
the attempt is to get the liner or bag 
as mechanically tight as possible, 
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H-A cosmeticware is designed for 


beauty’s aides 


beauty’s sake and to help sell beauty’s 
aides... dignified, label-conscious opal 

jars, and glistening crystal-like vials and 
bottles make your products welcome 


additions on dressing tables. 


my 








DUR 
OWN 
CAN 
FACTORY 


It’s just like having a container factory 
of your own...when Empire fills your 


orders for fine lithographed cans. 


Empire submits appealing designs . . . fast! 


Empire can construction is top-notch! 
Empire lithography is unexcelled for clarity 
and brilliance! Empire delivers when 
promised! Empire means lithographed cans 
just the way you would want them for 
yourself, if you operated your own can 


factory! 


Here's your chance to get all the benefits 
of operating a private can factory without 
Ask Em 


pire to estimate on your needs for fine 


making any investment at all. 


lithographed cans today. 


220 Ashford St. 
Brooklyn 7, N. Y. 
APplegate 7-4701 


which means that the closure is sealed 


or double folded and crimped. All | 
| of the liner materials mentioned have | 
the characteristic of being resistant to 


the migration of aromatic flavor mate- 
rials, so that the tea is protected 
against the loss of its volatiles, as well 
as against contamination from foreign 
odors. If a carton overwrap or a 
laminated carton is used, it is pre- 
ferred that the inner liner be as mois- 
tureproof and flavor tight as possible, 
so that the overwrap does not cause 
the cartonboard and/or ink odors to 
be sealed in and absorbed by the tea. 


Story of Pyequick 


(Continued from page 124) assure 
good, continuous glue seams, without 


which fat seepage is experienced. 


After filling, the liner top is closed by 
means of the conventional 
tioner’s fold. 

Statistical experience during  six- 
month weather-room storage periods 
is exceedingly good. With the knowl- 
edge that in all probability the prod- 
uct will be exposed to higher tempera- 
tures at least for short durations, the 
procedure of testing at 104 deg. F. 
as well as at weather-room tempera- 
ture has been adopted. As might be 
anticipated, a higher percentage of 
greaseproof failures is experienced at 
the elevated temperature; however, 
the performance is considered satis- 
factory. The modest requirements 
for a vaporproof barrier to protect the 
pastry product during exposures to 
exceedingly high humidities are ade- 
quately satisfied by the greaseproof 
sheet. 


confec- 


The consumer package 


Given the two component packages 
properly prepared, the only remain- 
ing question concerns the combining 
of those components into a unit con- 
sumer package. Two possible pro- 
cedures suggest themselves: the in- 
sertion of the two elements into an 
outer carton, an operation which can 
be carried out on conventional carton- 
ing equipment; or their assembly in 
a wrapping operation in which a loose 
label is used. The latter was adopted 
solely for merchandising reasons. 

Part-car shipping tests from Buffalo, 
N. Y., to the West Coast were con- 


ducted to evaluate not only the ability | 


of both types of consumer packages 
to withstand commercial handling, but 
to determine the effect of the elevated 


EW KRAISSL 
IR PUMP 
ee for SUCTION 


and PRESSURE 


Eliminate Oil Vapors 
from Discharged Air 


The new Kraissi Class 23 pumps com- 
pletely eliminate undesirable oil vapors 
from discharged air. In many operations, 
this means a tremendous saving to you— 
in time, materials and industrial health. 
Pumps ore dry lubricated—displacement 
blades take up their own wear. Positive, 
fan-cooling for continuous high per- 
formance. Available with double ex- 
tended shaft for group installations from 
single power source. Performance data: 
1750 RPM, but not limited to this speed. 
Capacities from 5 cfm—20 cfm, for 
single units; larger capacities by group 
drive. 


Kraissi Class 23 pumps ore specifically 
designed for all packaging and printing 
machinery; and similar applications 
where air pressure or suction, without 
discharge oil, is preferable. 


@ Suction feed or pick-up of paper, 
cardboard, tin, etc. 


Container - filling: 
tubes, etc. 


bags, bottles 


Automatic handling on conveyor 
systems 


Packing in shipping crates and cases 


Printing presses and vacuum 
printing frames 


Vacuum canning machines 
Vacuum holding chucks 


Ideal for handling food products, 
beverages, pharmaceutical prepara- 
tions—where rigid sanitation stand- 
ards are mandatory. 


FREE 


Write today for our new Bulletin A-1399 
on Class 23 Air Pumps. 


_ 


| Neme of Compony 
1 Address. 


RY KRAISSL co... 


309 Williams Ave., 


——_——Se ewe ee 
Kraiss! Co. Hackensack, N. J. 


Please send your bulletin A-1399 
to-day to: 














Sk 
Hackensack, N. J 
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Beautiful ‘Jewel Case” Display Cabinet 


Spotlights BAUSCH & LOMB Products 
At Point-of-Sale! —— 


Dramatizing the high quality. of Bausch & Lomb 
sunglasses, this window and counter display case 
compels customer attention; builds new prestige for 
products; makes sales easy for retailers! 


Made of Syroco Wood molded wood plastic, the 
decorative frame in natural bleached wood finish 
features outdoor sports figures carved in bas relief, 
suggesting uses of sunglasses. Sales message and 
brand name are also projected three-dimensionally 
with lettering in rich green, gold and white. 


The sunglasses fit on removable velvet covered panel 
protected by glass window. Easel backing assures 
stability and tilts cabinet for perfect display of 
sunglasses. (Outside dimensions: height, 1214"; 
width, 102”; thickness, 1%”) 


Displays and containers made of Syroco Wood alone 
or in combination with other materials offer un- 
limited possibilities for successful merchandising 
devices. Inquiries should be addressed to Adver- 
tising Display and Container Division. 


SYRACUSE ORNAMENTAL CO. Inc. 


Syracuse 2, New York 
NEW YORK ° CHICAGO e LOS ANGELES 








AUTOMATIC WRAPPING 
FOR EVERY PURPOSE... 


SUN ppop. 


Beautifully wrapped, protected and attractive packages... 
ready for the impulse buyer at self-service stores . . . are 
yours when you wrap on the HAYSSEN. Fully automatic 
. .. low in initial cost . . . adjustable to a wide range of sizes 
- WRAPPING MACHINE 
. .. built to give long, satisfying service . . . with speed ad- 
justable to keep your production line running smoothly . . > 
the Hayssen gives you complete satisfaction day after day. 
Eye-catching printed overwraps are properly registered by 
the Hayssen Electric Eye. 40 years of successful wrapping 
machine design are built into every Hayssen . . . and Hays- 
sen engineers will be glad to help you in your wrapping 
problems. Write to factory for detailed information and 
name of your Hayssen representative. 


HAYSSEN MFG. COMPANY * SHEBOYGAN, WIS. = 
EvectrR 


+ IT PAYS TO WRAP THE HAYSSEN WAY + Md SEN 
C EYE 





HAYSSEN CARTON WRAPPING MACHINE 


WRAPPING MACHINES 
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... for LIFE of 
CONTAINER and PRODUCT 


Upressit is the easiest cap for your customers to use. 
It snaps off and snaps on with finger pressure. The 
seal is air-tight and liquid-tight . . . reseals per- 
fectly, too. 

A visible tamper-proof over-seal assures users that 
the contents of the container are intact. No inner 
seal is required. 

The Upressit cap and over-seal require little labor 
to apply by hand, or by semi-automatic or fully 
automatic machine. 

Your product indentification can be lithographed 
on the cap. 

Upressit caps range in size from 26 mm. (°,” 
nozzle) to 107 mm. (4” nozzle). 

Write for further information and prices. 


Upressit Caps and Sealing Machine will be 
displayed in Booth No. 150 at the Packaging 
Show, Navy Pier, Chicago, April 24-27. 


| U PRESS IT | 
UPRESS#ET PRODUCTS CORPORATION 


LEXINGTON AVENUE NEW YORK 17 N Y 





temperatures which might be expected 
to be reached in box cars during the 
summer months—temperatures which, 
to the best of our ability to obtain 
records, apparently had not previously 
been determined in loaded cars in 
transit. 


Private molds 


(Continued from page 77) with its 
“crooked neck” intrigues shoppers. 
They want to pick it up, says Ernest 
Beattie of the Munson G. Shaw Co., 
who developed the idea, and anything 


| a customer will pick up, he believes, is 


more than half sold. 

Bottle designing is a highly special- 
ized field, differing from all other 
plans of packaging procedure. Ex- 
cept for the limitations of certain 
traditional basic forms and production 
techniques, the designer has an op- 
portunity to use more imagination 
here than in almost any other type of 
package—not only in perfumery lines, 
but for countless glass-packaged prod- 
ucts that consumers buy over the 
counter daily. Whether the designer 
gets his inspiration from an old pow- 
der flask and turns it into a modern 
whiskey bottle because the sloping 


| shoulders of the old bottle were con- 


venient to hold, or gets his ideas 
from more modern sources, there are 


| several points on which all will agree: 
| The private-mold bottle must be func- 
| tional for the purpose for which it 


is intended, must emphasize the iden- 


| tity of a brand and must have the 


additional sales appeal that justifies 
the use of a private mold. 

Glass-container manufacturers have 
a marvelous opportunity today to in- 
crease the acceptance of glass pack- 
aging by giving designers the assist- 
ance they need in producing suc- 
cessful private molds. 


Crepits: Duff Gordon—design, Gordon 
C. Aymar, New York; bottle, Swindell 
Bros., Baltimore, Md. Cashmere Bou- 
quet Hand Lotion—design, Ben Lewis, 
New York; bottle, Owens-Illinois Glass 
Co., Toledo, Ohio. Avon's Flowertime— 
bottles, Carr-Lowrey Glass Co., Balti- 
more, Md.; acrylic models, The Utleys 
Frank’s Dove Vanilla, Frank’s Red Hot 


| Sauce, Menorah Wine, Old Mr. Boston 


California Port—bottles, Owens-Illinois. 
Blanchard’s Jealousy—design, The Utleys; 
bottle, Swindell Bros. Lenel, Inc., Bell- 
ezza Cologne—design, Ben Lewis; bottle, 
Kimble Glass Div., Owens-Illinois Glass 
Co., Toledo, Ohio. 
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@ CAN'T FLEX OR WHIP 


@ GROUND FINISH 
INSURES ACCURACY |) | 
@ FAST DELIVERY | FOR 


@ LOW IN COST 
‘ VISUAL 


SELLING... 


Package 
UNCONDITIONALLY 
GUARANTEED | Your Product 


FOR SEVERE 
SERVICE 


In Low-Cost 
LUSTEROID 


CUTAWAY SHOWS HOW EXCLUSIVE PROCESS FUSES 
ENTIRE JOINT INTO: ONE SOLID MASS, INSURING EXTREME 
| | TUBE CONSTRUCTION REDUCES WEIGHT 


No-Flex — the new plate rolls that completely 6 


eliminate flexing and whipping—are your guar- : " i 
antee of a perfect impression. Special high speed Your product has a big edge over competition 
lathes and equipment and improved methods of , ™ . f sale when it’s packared i 
manufacture mean you get precision made rolls, at the point of sale when it's packaged in 
quickly, and at lower cost. All No-Flex Tolls are " LusTEROID “see-through” containers. 
ground finished to your exact specifications and 

carefully inspected before shipment. The next time 
you need plate rolls, call Pamarco for faster service, 
lower cost and a better printing job. 


EVENFLO ANILINE INKING ROLLS 
METER THE INK FOR BEST RESULTS 


needs. There’s no chance for breakage—no 
EVENFLO ENGRAVED ANILINE INKING 
ROLLERS — Eliminate ink waste, poor quality 
runs and rejects due to faulty inking and require | 
no time-consuming adjustments. Evenflo Rollers customer can see exactly what he’s buying. 
meter the ink in the exact quantity needed, continu- . . 
ously and automatically. Proper Other LusTERO1 advantages include wide 
inking — without operator atten- 7 . ° he ° 
tion — saves stock, ink, press ayy ' range of colors; printability, saving the 
down-time and operator fatigue. . a } cost of affixing labels: ec 2 
Using Evenflo Aniline Inking 4 Ot OF SIRAINE FANCIS;, CCOMOMUICS IN 
Rollers means high production 
quality — lower production costs. 


These low-cost plastic vials and tubes weigh 
just a fraction of other types of packages; 


yet give your product all the protection it 


sacrifice of all-important visibility. The 


handling and shipping. 


ENLARGED VIEW . Sizes range from 14” to 114" in diameter 
Quotations on plate, impression, 
special rolls and custom equip- 


ment supplied without obligation fEEOS CORRECT 1 slip-on and screw -cap closures. 
AMOUNT OF INK 


and lengths up to 6”. Specials, too. Cork, 


Today's new low prices make LusteroiD a better 
{ INE PRINTING PRESSES buy than ever. Send for samples and details. 
EVENFLO ENGRAVED ROLLERS 

roe CONV! , LUSTEROID CONTAINER COMPANY, INC. 


PAPER MACHINERY & RESEARCH, INC. 10 West Parker Avenue, Maplewood, N. J. 


14 OAK STREET e ROSELLE, NEW JERSEY 
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POLYETHYLENE 
PACKAGING 
FILM 


for Bags 
WW, 


for Wraps 


for Liners 


eetthtt sete 


« § to 54° for Envelopes 
made only by Extruders Inc. 
on the West Coast 


The demand for a packaging material with 
Mere ere 0 few of the chemical inertness, lightness of weight, toughness, 
products now packaged tear-strength, low temperature flexibility, heat 
in polyethylene film: sealability, water vaporproofness and freedom from 
taste, odor and toxicity is being filled on the West 
sporting equipment Coast by Extruders, Inc., the area’s sole producer 
ball bearings of polyethylene film and sheeting. 

cakes A record of fast service and down-to-earth prices 
candy has demonstrated to Westerners that for highest 
chemicals grade polyethylene and other films,* they need go 
clothing no further than to Extruders, Inc., their own on- 
cookies the-spot producer. 

cosmetics 


ieenaieds STANDARD WIDTHS AND GAUGES STOCKED 
por a FOR IMMEDIATE SHIPMENT 

feasts Sond Widths 3” to 54” 

r bd Gauges 114 to 8 mils 

frozen foods Shapes layflat tubing 

meats gusseted tubing 

metal parts flat film (single ply) 

peat moss Also available on special order in colors, (opaque or trans- 
phermecenticals parent) and in special widths and gauges 

poultry *Vinyl, acrylonitrile vinyls, S-polymers Write for Price List Today! 
powdered foods 


= EXTRUDERS, INC. 


8509-15 Higuera Street Culver City, Calif. 














Packaged books 


(Continued from page 80) conclusions 
were that pre-packaged books would: 

1. Make stock handling easier. The 
problem of replacing torn and soiled 
dust jackets would be eliminated or 
drastically reduced. (Publishers com- 
monly order a 10% overrun of jackets 
to take care of this, but for busy 
dealers the trouble of ordering them 
is more than it is worth in time and 
energy.) Dealers also believed that, 
in time, pre-packaging would tend 
inevitably to lead to greater stand- 
ardization of size and shape, which 
would ease their stocking problems. 

2. Increase gift appeal. Nearly 
50% of a bookstore’s traffic consists 
of shoppers who come in to buy a 
book as a gift, according to dealers. 
The gift appeal of attractive pre- 
packaged books is obvious. Further- 
more, pre-packaging will, they be- 
lieve, reduce returns—a touchy sub- 
ject to both dealers and publishers, 
but one that until now apparently had 
no solution. 

3. Increase display appeal. Book- 
stores are essentially self-service 
stores. Dealers fee] that the increased 
display impact of pre-packaged books 
will increase the number of impulse 
purchases, particularly for best sellers, 
where turnover is an important factor, 
and for children’s books. 

The main argument against pre- 
packaged books by dealers was that 
many customers want to browse 
through a book before buying it. One 
publisher answers this argument by 
packaging copies so that the book 
may be opened and examined in the 
package if necessary. Others have 
felt that actually there is no problem 
in this, since sample copies for con- 
sumer perusal can always be kept 
available; a principal advantage in 
pre-packaging is that only a few copies 
need to serve as samples, while the 
shopper who makes a purchase can 
always be assured of receiving a fresh, 
clean copy. Basically, it is said, pre- 
packaging of books is not so much 
intended to sell a regular customer 
who knows pretty well what he wants 
when he comes in; publishers and 
dealers are interested in it because it 
may sell more books by tapping the 
“fringe” market of impulse shoppers 
who are attracted by the packaging. 

For these reasons the recent intro- 
duction of pre-packaged books by 
these two leading publishers has been 
watched with keen interest by the 
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CAPEM 


eee APPLIES ANY 
SCREW-CAP AT 2,000 
TO 10,000 AN HOUR 
. « » DELIVERS A LEAK- 
PROOF SEAL.--- AT 


LOW cost 
Available in 1, 2,4, 6 and 


8 spindle models 
Write for prices 





LONSOLIDATED PALIALIMG MALUMERY oR? 
BUFFALO 13 ,.M.Y. . 














FOR BETTER PACKAGING! 


ia 
cee = §| PARTITIONS 
fon ee 


THAT PROTECT AND 
| SAFEGUARD YOUR PRODUCTS 
a . 

| Sah be RINTING IMMEDIATE ATTENTION 


Given to Requests for Estimates 
CODING slit 


Prompt Deliveries 


THE MULTIPRESS 


Finest high speed small unit made for every 
type of imprinting on folding cartons, paper 
products, booklets, labels. 6500 impressions 


per hour. Ideal for imprinting batch 
numbers, blockouts, flavors, colors, 
prices, codes, dates, sizes. MULTIPRESS 
solves your coding problems! 


aa 
B. VERNER & CO., INC. 19-21 HEYWARD STREET 


BROOKLYN 11, N. Y. 
: TRi 033 
52 DUANE STREET, NEW YORK 7, N.Y. BA7-1466-7 ran aconiheseroanceniada 
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ONT \ T 70 LUCK. 
when dealing with weather 


WRAP TO PROTECT IN 


Wzen-DBI 


WATERPROOF PAPERS 


Rain or shine... your product is 

safe from damaging weather elements 
when packaged for storage or shipment 
with WRAP-DRI asphalt treated 
papers. Moisture-vapor proof, as well 
as water repellent, WRAP-DRI permits 
you to control moisture...keeping 

it where you want it...in or out! 
WRAP-DRI in its many basic types 
is available printed, embossed or 
converted into bags. For better all- 
weather protection, investigate the 
superior qualities of this heavy-duty 
wrapper today, which is available — 


WRAP-DRI comes in widths up to 10 feet without seam 
or lap, in combinations unlimited in basic weights, treat- 
ments and finishes. Diamond mesh or square reinforce- 
ments where required. 


®@ COLORED AND PRINTED ® ASPHALT GLOSS COATED 

@ DESIGN MARKED @ FOIL CREPED KRAFT 

©@ SATURATED CREPED @ JUTE REINFORCED 

@ FOIL KRAFT DUPLEX ©@ FIBRE REINFORCED 

® MACHINE CREPED @ SATURATED REINFORCED 
@ WET STRENGTH TREATED 





trade. Each company has approached 
the question of how best to pre- 
package the book differently. Neither 
of the houses claim their way is per- 
fect, but one thing is sure: their pio- 
neering has opened the eyes of the 
rest of the industry to the great poten- 
tial presented by pre-packaging. 

Capitol’s packaged play books 

While pre-packaging of popular 
books at the adult level has been the 
primary subject, no discussion of book 
packaging would be complete without 
mentioning two new juvenile packages 
developed by the Capitol Publishing 
Co., New York, whose delightful “play 
books” have enchanted youngsters for 
some time. 

Specializing in books for children 
from two to eight years old, Capitol 
has always designed its books so that 
they are also educational toys. This 
spring, for two of their new releases, 
“The Ten Little Choo Choo Tales” 
and “10 Ring Circus Books,” the com- 
pany has gone one step further and 
packaged a series of little volumes 
(2'/2 by 3'/2 in.) in toy packages. 
The package for the series of stories 
about the people who made an excit- 
ing trip on a train, shown on p. 80, 
is the more ingenious of the two. 

First of all, when the intricately 
die-cut, glued, folding paperboard 
container is opened, it unfolds into 
a strip 3 ft. 3 in. long, consisting of six 
double-walled, hinged sections which 
are printed to represent the cars of a 
toy train—from engine to diner. Each 
of the 10 tiny volumes is inserted in 
an opening in the top of each “car” 
with the top of the book sticking up 
so that its title may be seen. Die-cut 
windows in one of the “car” walls 
permit each of the characters illus- 
trated on the book cover to be seen. 
Yet when the sections are refolded, a 
locking flap extending from the back 
wall of the last section slips into the 
die-cut front panel to make a small, 
compact book-like package easy for 
a child to carry. As a package it is 
practical for a dealer to handle and 
combines both display value and eye 
appeal. 


Crepits: Scribner’s—Carton design, Ger- 
ald Stahl, New York. Carton, Bishop 
Litho Co., Inc., New York. Doubleday— 
Cellophane, The Dobeckmun Co., Cleve- 
land, Ohio. Wrapping machine, Miller 
Wrapping & Sealing Machine Co., Chi- 
cago. Capitol (toy train package )— 
Carton printed by Julian B. Slevin Co., 
East Landsdowne, Pa. 
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2ESINA 
CAPPERS 


pW oetole (=) 6 lo) a -h4-6'molttg ole\-1- ae 
A speed for every need! 


STANDARD 
single Head 
Model 


CAPACITY 
UP TO 60 
PER MINUTE 


HIGH SPEED 
straight 
line 


FLEXIBLE 
FAST 


FULLY 
AUTOMATIC © 


AUTOMATIC CAPPER 


Not an ordinary 

cap tightener 

but a real 

Semi Automatic VY 
Screw Capper 


Requires no 
Operator 


O) 
a) 
~ 
z 
= 


QESI NA AUTOMATIC MACHINERY 
COMPANY, INCORPORATED 


COURT & CREAMER ST BROOKLYN 3 YORK 
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You've got to admit that B-B shot 

won't make much of a dent on the 

tough, leathery hide of a rhinoceros. 
It’s the wrong kind of equipment for the 
job. 


Similarly, while a stock paper tube will 
suffice for some packaging jobs, in order 
to sell their best, many products require 
tailor-made, special tubular packages, 


That’s where Niemand Bros. enters the 
picture... 


Niemand Bros. is the foremost manufac- 
turer of specialized tube products—ined 
tubes, laminated tubes, unique closures, 
distinctive decorations and coverings. 
The Niemand Bros. formula for success- 
ful tubular packages consists of merchan- 
dise-wise designers and privately de- 
veloped equipment and tube manufac- 


turing techniques. 


Specialty paper tube packages by Nie- 
mand Bros. can do many jobs—speed 
turnover, increase your unit of sale, 
lower your packaging costs. Get full 
particulars about them. Write.... 


NEMAND BROS. INC. 


37-01 35th Avenue Long Island City 1, N. Y. 
RAvenswood 8-0909 
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SAL PRINTI 
ee Deetlnciic.” UN, 


£0 
WOLVERINE HYDRO-PRINTER 


(automatic hydraulic aniline printing press) 


=X 


p 
¢or 


widths from 
31” to 122 
two to twelve 


colors 


Prints on— 
foil . film - board . paper - plastic . cellophane 


The outstanding printing results, simplified operation, match- 
less versatility and rigid, compact construction of the Wolverine 
Hydro-Printer are creating new standards for evaluating 
presses and their performance within the packaging industry. 


It’s quiet and vibrationless in operation, running with amazing 
smoothness, even at extremely high speeds. What’s more, it’s 
so designed that absolute color register is maintained while the 
unit is running. 


hydraulic, instant on and off impression control 
free wheeling, constant rotating ink rollers 
instantaneous running register control 

one single impression drive gear (no backlash 

rigid, solid and compact 5-inch frame construction 
single push-button for complete control 


If profits are your motive, you definitely need to know more 
about the high-speed, quality printing the Wolverine Hydro- 


Printer will produce. Illustrated, detailed literature is available 
write for it today. 


UY STII 


PAPER CONVERTING MACHINE CORPORATION 


19210 Stansbury Street, Detroit 21, Michigan 


| Packaging Show 


The American Management Assn. 
reports that approximately 25% more 
exhibit space for its 19th annual Na- 
tional Packaging Exposition at the 
Navy Pier in Chicago, April 24 to 27, 
had been contracted for by March 1 
than the total space contracted for 
last year’s show. In 1949, at the At- 
lantic City Exposition, 207 exhibits 
utilized 115,000 sq. ft. of display 
space, whereas more than 128,000 sq. 
ft. of space had been allocated by 
March | of this year to 213 exhibitors. 
Officials state that space is still availa- 
ble and present indications are that 





total space may reach 140,000 sq. ft. 
and exhibitors may number 240 at this 
| year’s show. 

The Exposition will open Monday, 
April 24, at 12 o'clock noon and close 
Thursday, April 27, at 3 p.m. On 
Tuesday and Wednesday the Expo- 
sition will also open at 12:00 o'clock, 


| while on Thursday the doors will open 


at 10 a.m. Closing hours are 6 p.m. 
on Monday and Wednesday and 10 
p-m. on Tuesday. 

The AMA’s annual Conference on 
Packaging, Packing and Shipping will 
be held concurrently with the Exposi- 
tion from 9:30 a.m. to 12 noon and 
from 2 p-m. to 4:30 p.m. on Monday, 
Tuesday and Wednesday. 

According to J. D. Malcolmson, 
technical adviser of Robert Gair Co., 
Inc., and AMA packaging vice presi- 
dent, the AMA Packaging Planning 
Council reports the focal point of in- 
terest in the packaging, packing and 
shipping business is the relationship 
of materials, manufacturing process, 
handling and labor costs in reducing 
over-all costs. The agenda of the 
three-day conference will be largely 
concerned with the following ap- 
proaches to the problems which the 
Council believes are receiving the 
most attention throughout industry: 
use of low-cost materials which may 
involve higher labor costs and vice 
versa; performance testing to deter- 
mine specifications more accurately; 
possibilities of improving railroad-car 
loading and bracing; increased point- 
of-sale appeal; “fatigue” effect of ware- 
housing practices on containers; im- 
proved interior packing to reduce 
damage in transit; altering container 
design to fit handling requirements; 


| . : . 
| economic potential of pre-packing and 


pre-packaging of other items in addi- 
| tion to food; possibility of reducing 
shipping costs by increased use of 
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designed 
to meet 
your need 


and service 
are stressed 
factors... 





Great Consumer Convenience 


Increased Sales 


UNIT SERVICE 
PACKETS 


Drugs! Spices! Hand Cleaners! 
Sugar! All Powders! 
Granular Products|! 


Unique, consumer-tested Unit 
Service Packets give users of your 
product unparalleled ease in han- 
dling, positive assurance of cleanli- 
ness, measured portions .... all ata 
cost to you of only a small fraction 
of a cent each. 


Unit Service Packets come in 
several styles for different types of 
products. There’s a style suited per- 
fectly for tea ...a shaker packet for 
salt or pepper . . . another variation 
that’s ideal for medical powders. 


SEND FOR SAMPLES TODAY 


Tell us what you make. We'll rush 
sample Unit Service Packets for 
' your inspection. 
| 
| UNIT PACKET COMPANY 


| 88 Gerrish Avenue Chelsea 50, Mass. 
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.getters You are inviled fo 


e@ Come in and take a good, long look at the products 
you sell — just before they get packaged and labeled. 
Think of the investment they represent — in time, 
research, materials, labor and equipment. . . Yet 
their true market value is still to be added. 


They are unbranded goods — of little value — 

until your package or container, your label and 

your shipping case give them identification. 

Your ultimate consumer relies on your brand name — 
forms his or her judgment largely on the appearance 
of your label and packaging. Your identification 

must not break down; it must not get messy. 


Good label design, good packaging and shipping 
materials, and good adhesives represent low cost 
insurance on your total investment. The least costly 
are the adhesives — so low in cost, yet so important in 
their service, that you can’t possibly afford any 

but the best. Don’t be penny-wise on this score. 
Actually, you can afford to have your adhesives 
“tailor-made” at little or no extra cost. 


For each particular application in your operation, there 
is one particular adhesives formula that will serve 

you best. That is the belief on which Arabol operates. 
With 65 years of pioneering experience, more 

than 10,000 adhesives formulas have been 

developed in our five laboratories. New formulas 

are compounded as required by customers’ needs. 
We invite you to call upon our experience and 

our nation-wide service facilities. We are serving 
the leaders in a hundred industries. Let us work 

with you, in the search for new and better solutions 
to each of your adhesives requirements. 

See the Arabol Representative when he calls; 

he knows adhesives. 


tHe ARABOL manuractrurine co. 
Executive Offices: 110 East 42nd St., New York 17, N. Y¥ 
CHICAGO - LOS ANGELES + BOSTON «. ST LOUIS 
SAN FRANCISCO + ATLANTA +. PORTLAND. ORE 
PHILADELPHIA + LONDON, ENGLAND 


Alhesives 2. RRABOL / 


65 YEARS OF PIONEERING 











trucks; increased mechanization in 
package manufacture. 

Packaging, production, shipping and 
merchandising executives, technical 
specialists and designers throughout 
the nation will exchange information 
and experience on these subjects dur- 


CUSTOM 
LAMINATING | | sxc sceme 8 tei | 
AND | | Paper Problem? 


Frozen foods growth 
COATING 


The possibility that frozen foods 
Films, Foils, 


Searching for the 


perfect. solution. to 





eA A 


may account for 5% of all retail sales 
in “large-volume stores” was seen by 
John A. Logan, president of the Na- 
tional Assn. of Food Chains, Washing- 
ton, D. C., at the 1950 National 
Frozen Foods Convention last month. 
At present, frozen foods account for 
about 2% of total sales in chain stores, 


Papers for 
according to Mr. Logan. 
Addressing an all-industry general 


all purposes 
ais session including members of both the 
Plus National Wholesale Frozen Food Dis- 


tributors Assn. and the National Assn. 
these Standard of Frozen Food Packers, Mr. Logan 
Products 


Fabrics, and 


said: “Sales in the last year prove 
that the customer is ready for frozen 
foods if the industry is able to supply 
the demand for a high-quality prod- 
FUNCTIONAL: uct.” He named five basic needs that 
must be met before the “great po- 
tential” for frozen-food sales can be 
realized by the industry: (1) main- 
tenance of quality, (2) attractive pric- 
ing, (3) lower distribution costs, (4) 
improvement of display equipment, 
(5) acquaintance of consumers with 
the use, advantages and methods of 


Heat Sealing Foils 
Heat Sealing Tapes 


Barrier Materials, 
Greaseproof 


Barrier Materials, 
Moisture vapor proof 


look at the 


MATTHIAS LINE 





Jar Cap Liner 
Electrical Insulation 


Laminated Foil and 
Board 


preparing frozen foods. 

J. A. Numero, president of the U. S. 
Thermo Control Co., reported that his 
company has now overcome the prob- 


The very paper for which 
you are searching may 


be right in our stock, 


lem of lack of controlled temperatures 
on railroad freight cars through the 
development of a gasoline-operated 
cooling-heating unit which guarantees 
coast-to-coast shipping at a uniform 
temperature whether it is 10 deg. be- 
and embossed low zero or 50 deg. above. 
Acetate to paper The distributors group passed a 
in colors | resolution urging the Florida citrus 
growers and their representatives to 
Leatherette “avoid policies which will injure the 
growth of the frozen foods industry 
THE | and price its frozen juices out of the 


market.” 
FLOYD A. HOLES CO. 


1080 Northfield Road 
BEDFORD, OHIO 


Locker Paper 


Over 1,000 Packaging 


Papers to choose from. 
DECORATIVE: 


Foil Paper, colored 


MATTHIAS 


PAPER CORPORATION 
167 W. BERKS STREET 
PHILADELPHIA 22, PA. 


Are you receiving the Matthias 

NEWS Paper? 

It's packed with 

facts and fancy 

Alvin W. Langfield of Frozen Food ; : _ —_ 

Distributors, Inc., was elected presi- oe ae 

SEM on your letter- 

dent of the distributors group. The head, avd:-pae' 

packers elected E. J. Watson, Mt. : be placed on our 
Vernon, Wash., as their president for | list at once 

the coming year. 
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CLEARSITE ae be had 
flexible or rigid. 


a YOUR PRODUCT IS THE CENTER OF ATTRACTION 
ma 


e (Ace - site) CLEARSITE is feather 
| ars light, 1/5 the weight of 


PLASTIC CONTAINER 


When all eyes are focused on your product, 
they mean business. In CLEARSITE your 
wares are the best-dressed members of any 
product display. In every field, in every 
industry, successful products go to market in 
colorful or clear CLEARSITE PLASTIC con- 
tainers. They forge ahead, protected, value 
enhanced, favored by customers. A parade 
of extras that can make an extraordinary 
difference in sales and profits. You'll see, 
when you see your products in CLEARSITE 
Plastic Containers. manently imprinted. 


Sy anne 
pe iL 
CELLUPLASTIC <eote) : 
CORPORATION 
34 Avenue L, Newark 5, New Jersey CLEARSITE a eaatette & in 


America’s #1 Source for Plastic Containers ail » Clear or opaque. 
Established 1919 
Representatives in Principal Cities 
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*Registered 


Write for Samples; GIVE PRODUCI SIZES; YOU'LL GET A WEALTH OF SELLING MATERIAI 





— 
tne Non-Shock Caser oa 


ssececcesseeesseesees Daeeseesseesseeesesesseessssesscseseees! . /\ ae 


| 


automatically cases cans L ioe 
over 1200 cases per hour 
no damage to cans 
saves floor space 


One operator can easily pack 7% 
1200, 24-can cases on the remarkable 


FMC Non-Shock Caser. Operator sim- e. mouse "a 
ply places empty carton over loading chute 

and releases hand lever. Caser does the rest 
automatically. Cans travel upright, no twisting, << 
rolling or damaging impact. High speed and gentle “\ 
handling combine to make the FMC Non-Shock Caser an ~ 
exceptional production line time-saver, while eliminating 
product and can handling losses, and the necessity of elevators. 


OTHER FMC CAN EQUIPMENT 


FOOD MACHINERY AND CHEMICAL 
CORPORATION ‘ . P 
Write for full information 


Canning Machinery Divisions or contact your nearest 


FMC representative 
General Sales Offices: 


EASTERN: HOOPESTON, ILLINOIS WESTERN: SAN JOSE 5, CALIFORNIA 
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For tight sealing 


NEW Sivcamlined 


ELLIOTT CASE SEALER 














AUTOMATIC, SEMI-AUTOMATIC 
aa AND HAND MODELS... 


€ % LENGTHS TO SPECIFICATIONS 


ee Cy, 6 
FOOD, FRUIT “*y° AND SPECIAL MACHINERY 








Send for free Bulletin No. 100 


FRESNO 1+ CALIFORNIA 
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Faster Filling with the 
ANDERSON PORTABLE BAGGER 


Designed to handle foods, confections, and numerous 
products in metal, plastic, wood, and rubber. Operates 
: oo s 4 with a minimum of effort at a maximum speed. 
Give us your coating problem. We guaran- Simple adjustment for height... tilting forward or 
backward enables the operator to set machine at 


tee you an answer based on your condi- easiest working position. 
: , » Stainless steel trough with ca- 
tions, and not just a standardized formula. 


pacity of 200 bags. Adjustable 
paisa Poca to bag sizes. Blower with filter 


, . ‘ non ge gy and free from 
THE WATSON-STANDARD Co. 


if Send for Bulletin No. 3-29 
= 225 Galveston Ave. Pittsburgh 30, Pa. vssumors’ / ANDERSON BROS. MFG. CO. 
— — - . ROCKFORD, ILLINOIS 


Be Re RS ee 
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Retailers’ opinions 


Retailers’ opinions of present-day 
packaging have been sought out by 
means of a nationwide sampling sur- 
vey made by field representatives of 
the Office of Domestic Commerce, 
U. S. Dept. of Commerce. Retailers 
interviewed represented a cross-sec- 
tion of the food, drug, department 
store and hardware store outlets. 

According to the findings, present- 
day packaging methods and _tech- 
niques were commended by the ma- 
jority. They asserted that pre-pack- 
aged merchandise, with exceptions, 
was neither under- nor over-packaged, 
but that the packages and containers 
used were usually adequate. They in- 
dicated, however, that although manu- 
facturers and suppliers are doing a 
good job, there is room for improve- 
ment. The following are some spe- 
cific conditions mentioned in the re- 
port, of which retailers would like 
manufacturers and suppliers to take 
cognizance: 

1. Containers designed for use as 
dispensers in the home, thus eliminat- 
ing transfer from the original to an- 
other container. 

2. Increased use of identical 
front and back panels on packages. 

3. “Spot systems” for more ef- 
ficient price marking and checking of 
merchandise. 

4. Elimination of printing on clo- 
sures in lieu of the “spot system” to 
facilitate marking and checking. 

5. The retailers dislike the prac- 
tice of some manufacturers and sup- 
pliers of enclosing advertising mate- 
rial in their packages which advertises 
other merchandise. It is embarrass- 
ing and creates ill will when the re- 
lated items advertised are not mar- 
keted by the particular retailer. 

6. The addition of pouring spouts 
to packages containing such dry flow- 
ing products as rice, cereal, etc. 

7. More dispenser-type packages. 

8. Desire for more premarking 
of merchandise by manufacturers and 
suppliers to reduce retailer time and 
expense. 

9. More small items on display 
cards which can be put on counters. 

10. Corrective action to reduce 
breakage of glass and cork stoppers. 

11. Fruit and vegetable packages 
such as tomato cartons which would 
permit the retailer to replace that por- 
tion of the food which may have be- 
come discolored or otherwise deterio- 
rated in the original package. 
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Have you noticed in stores the 
minor revolution in packaging 
baked goods --things like dough- 
nuts, sweet rolls, coffee cakes, etc? 
Mostly you will find them snugly 


Our CHEF picture is merely to help “point up” 
the fact that we alone of all glassine mills 
COOK OUR OWN pulp. This is really quite 
a thing since we can brew our basic raw mate- 
rial with those subtle variations different grades 
call for. We could not make as good paper 
had we to depend on pulp made by others 


Glassine 

and Greaseproof 
the functional 
papers that 

do so many 
tough jobs 
well. 


IN THE LAND O’ LAKE 





GPaeen at Werk! 


reposed in sparkling, colorful win- 
dow cartons — usually lined with 
Rhinelander Greaseproof Parch- 
ment—so appetizing they just dare 
you not to buy. 


Ade 


> — 
ay 


Bottoms up, America, on your favorite drink 
—coffee. A little quick figuring indicates that 
enough coffee is currently protected by 
Rhinelander Glassine to make 1,104,000 cups 
per hour ...day in—day out. Must be good 
coffee! Must be good paper! 


RHINELANDER, WISCONSIN 
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for Sales 
CUSTOM MOLDED 


Plastic re-use boxes at 
cardboard set-up box prices! 
And no dies to purchase! 


NOW ... your product in a COLORFUL PLASTIC RE-USE BOX 
at less cost. We'll custom-mold your product pockage at card- 
board set-up box prices. Submit your design . . . choose your 
color . . . no expensive dies to purchase. Give your product 
package re-use value and extra sales impact. Try Universal 
next time for package development and injection molding 
that guarantees best results at lowest cost. 


Write NOW For Our ‘“‘No-Die-Cost Plan” 


UNIVERSAL MOLDING, INC. 


KENTON, OHIO 


| Point-of-purchase 


The nation’s leading designers and 
manufacturers of point-of-purchase 
display material will show their prod- 
ucts at the two-day Exhibit and 4th 
Annual Symposium sponsored by the 
Point of Purchase Advertising Insti- 
tute at the Waldorf-Astoria Hotel, 
New York, April 11 and 12. An esti- 
mated audience of 10,000, including 
| top sales, advertising and administra- 

tive executives of package-using com- 
| panies is expected to attend. 
More than 1,000 advertising and 





| sales executives and advertising 


agency heads will attend the Sym- 
posium-Luncheon on April 12 to hear 
spokesmen for leading users of point- 
of-sale material discuss their own com- 


| panies’ merchandising through the 


effective use of this medium. 
A main topic of discussion at the 


| Symposium will be the “tie-in theory” 
| illustrating advantages of unified plan- 


ning by advertisers, their advertising 
agencies and point-of-purchase 
specialists. Speakers will show how 
joint planning results in “clinching the 
final sale at the retail level,” according 
to the sales performance of many out- 
standing products. 

The exhibit will feature floor 
counter and window displays; signs 
of every type, including wood, metal, 
glass, plastic and lithography; electric 
displays and flashers; _ self-service 
counter dispensers; sound and motion 
displays; new sound and animation 
devices and other consumer and re 
tailer sales aids. 

“This exhibit and 4th Annual Sym 
posium will eclipse previous expo 
sitions of the Point of Purchase Adver- 
tising Institute and will be a challenge 
to planners of future shows,” says John 
M. Palmer, president of the Institute 


CORRECTION 

Due to a_ typographical error, 
omitting an entire line of copy, 
credits for the H. J. Heinz Co. 
Hall of Fame packages were in- 
correctly given on p. 95 of our 
February issue. The Owens- 
Illinois Glass Co. is, of course, 
in Toledo, Ohio, not Wheeling, 
W. Va., and the Hazel-Atlas Glass 
Co.—whose name was inadvert- 
ently omitted—is in Wheeling, 
W. Va. The Hazel-Atlas Co. is 
one of the major suppliers of glass 
to the Heinz Co. and we deeply 
regret the omission. 
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porpuLak 


automatic tube filling 


machine 


For designers, production 

men, sales executives, merchandise 

men and buyers in all industries and busi- 

nesses. See all the latest advances in the 

world of plastics. See how to use plastics stes, 
in all forms, old and new to stimulate pas 


CHICAGO the sale of your products. Over 100 ex- handles any 


size tube f 
hibits, showing materials, machines, fin- tho 
"y . Fills 


inute 
ip to 80 a minut 
NAVY PIER _ ished products. Consult with the experts url 
rapping, 


\ ping. 
e — they'll be there! to \% no W ipits 


. , air t ‘Nacure: 
MARCH 28-31 Guest Tickets: This exposition is not Ww ith no al “hi sless Closure 
1950 open to the public. Guest tickets are juces Colton Giipres 
Produce: 


available free on request by writing (on ariou 
yar 
Quickly adjustable to vé 
wick!) 


your company letterhead) to act 

», Gompact, 

THE SOCIETY OF THE PLASTICS INDUSTRY, INC. adequate “ 
Write us abo 


295 MADISON AVENUE, NEW YORK 17, N. Y. One 


~ serie f thrifty, dependable. 
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years 


° P a. *HIGAN 
For paper board impregnation wy, SNYD 7, MIC 
D . = 


FOR DIP COATINGS 3404 E. LAFA 
EMULSIFIED WAXES 


COATING WAXES 

° a—Pastes 
p—Pow ders 
c—Liquids 


we ()EFIGES 
IN 
pRINGIPAL 
Meet Army and Navy Specifications CITIES 
WAXES FOR FUNGUS PROOFING 


Our laboratory will welcome your problems 


Zophar Mills, Inc. has been known 
for its dependable service and uni- 
formity of product since 1846. 


ZOPHAR MILLS, Inc. 


Established 1846 
106-26th Street @ Brooklyn 32, New York 
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CLASSIFIED ADVERTISEMENTS 


Modern Packaging reserves the right to accept, reject or censor classified copy. 
EMPLOYMENT + BUSINESS OPPORTUNITIES * EQUIPMENT (used or resale only) 





HELP WANTED 


WANTED—SALES brokers for Des Moines, 
Houston, New Orleans and St. Louis terri- 
tories; to handle line of flexible packaging 
materials including multi-color printing of 
Cellophane, Polyethylene, Pliofilm, Acetates, 
heat seal foil and papers; converted into rolls, 
wraps, sheets and bags. Prefer man with one 
or two allied lines. Address Box 930, Modern 
Packaging, giving qualifications and lines cur- 
rently handled. 


PAC CKAGE DESIGNER—A package designer 
is wanted by a large eastern manufacturer of 
highest quality folding cartons and labels. 
This man must possess qualities of salesman- 
ship combined with proven ability at package 
design. Reply Box 952, Modern Packaging. 





WANTED BY large integrated carton 
manufacturer, a sales engineer with 
Must be between 


25 and 32 years of age and have an en- 


outstanding ability. 


gineering degree plus an aptitude for 
analyzing packaging production prob- 
lems. Experience with packaging 
equipment not so important as me- 
chanical foresight and personality. 
Job involves considerable traveling and 
the ability to sell. Box 932, Modern 
Packaging. 











ROTOGRAVURE SALESMAN—Opportunity 
for an experien rotogravure label salesman 
to help build rotogravure department re- 
cently started by large eastern label manu- 
facturer. Reply Box 953, Modern Packaging. 


HELP WANTED: Label finn or 
Part Time Complete production facilities. 
All types of gummed labels—Ideal side line. 
Box 931 Modern Packaging. 





WANTED — SALESMEN — Containers 
Chicago—New York. Experienced in 
containers or closures of glass, metal, 
paper or plastic. Must own car. Sal- 
ary. State age, salary, experience, ed- 


ucation and full information. Box 


933, Modern Packaging. 











MANUFACTURERS’ REPRESENTATIVE to 
handle complete line of polyethylene bags. 
Prefer man who has 1 or 2 allied lines. Should 
be contacting paper jobbers, paper merchants, 
food and drug packagers, etc. Good territories 
open. Write Dura-Lee Corp., 1828 Main, Kan- 
sas City, Mo. State qualification and lines 
you have at the present. 


A LONG ESTABLISHED Eastern Paper Con- 
verter with an excellent reputation in its field, 
offers an unusually attractive opportunity to 
a man with successful ae experience, to 
represent them in the Middle West. Reply 
by letter, setting forth your experience and 
qualifications. ur organization knows of 
this advertisement. All replies will be kept 
strictly confidential. Box 946, Modern Pack- 
aging. 





FOLDING CARTON plant in Baltimore 
area needs experienced two (2) color 
pressman. Excellent opportunity for 
man capable of high quality workman- 
ship. Steady employment at high 
earnings with all advantages. Write 
full particulars. Box 949, Modern 
Packaging. 











MANUFACTURER’S REPRESENTATIVE— 
One of America’s leading Manufacturers of 
Embossed Die Cut Foil and Paper Labels, 
Seals, and Al i Iti desires ca- 
pable sales representation in Boston, Chicago, 
Cleveland, St. Louis, various territories still 
available. Furnish full information concern- 
ing present lines, territory covered, back- 
ground, experience, and contacts. Strictly 
commission. Box 937, pedian Packaging. 








WANTED. SALES Be ee ea Na new ven- 
ture with well e 
i Industrial sales experience ‘required. 
of supervising, 
and controlling sales i ion; 
industrial selling and promotion campaigns 
and programs; cooperating with industrial 
customers in reaching consumer markets. 
Understanding of food distribution desirable, 
but not essential. Applications held con- 
fidential. Salary dependent upon qualifica- 
tions. Apply Box 950, Modern Pasbading. 











WANTED. SALES representatives through- 
out the country to handle line of moisture- 
vapor proof packaging, greaseproof and water- 
proof papers, heat seal foil, pressure-sensitive 
tapes, and/or polyethylene bags packaged 
as ar anand sets. Write Box MP 1415, 
221 41 


MISCELLANEOUS 


WANTED: Plastic scrap and rojects in any 
form. Cellulose Acetate, Butyrate, Poly- 
styrene, Vinyl Polyethylene, etc. We pay top 
prices for clear, colo and printed scrap in 
any quantity. Box 781, Modern Packaging. 





WANTED. Cameron or Beck Slitting 
Machine 50” to 60” capable of slitting 
cellophane and cellulose acetate from 

through .020 in. in thickness. 
Transilwrap Co., 2814 Fullerton Ave.. 
Chicago 47, Tl. 











MACHINERY WANTED. Cellophane window 
machines, Staude or International, various 
sizes, also Gluing machines, other than 
straight lime, late model, two color Michle 
automatic presses. No dealers, will deal only 
direct with principal. Gordon Cartons, Inc., 
162° Warner St., Itimore 30, Md. 





MARGARINE PLANT FOR SALE 
$76,000.00. Complete with all neces- 
ry equipment for single line produc- 
tion. Located Northwest section 
Georgia. Modern concrete block one 
— lan building of 6300 aq. feet on 
«62,600 sq. feet. Railroad siding. 
yak. . room for expansion. Supplies 
and trained personnel including super- 
vision readily available. Box 934, 
Modern Packaging. 











ONE master Staude gluer. Please 
advise price, con metc. Box 936, Modern 
Packaging. 


TAPE PRINTING machine wanted—to print 
pressure sensitive cellophane and acetate 
tape from rubber plates or standard electro- 
type. Us machine in excellent condition 
desired with slitters, perforators, laminator 
preferably. Please state condition, age, make 
and model and asking price. Write to box 
935, Modern Packaging. 


NEW PRODUCTS wanted—to sell. If you 
have a product to sell to the packaging trade, 
we should like to discuss it with you. We 
have an expanding and aggressive national 
sales organization, now calling on packers and 
container manufacturers with our own prod- 
uct. We can do a bang-up job on one or two 
more good items. 


Box 945, Modern Packag- 


FOR SALE: Substantial quantities Reynolds 
A 13 Kraft backed lead foil M.V.P. material 
sleeves & rolls. — Box MP 1323, 
221 W. 41 St., N. Y. ° 


MACHINERY FOR SALE 


FOR SALE—One ABC Semi-Automatic Bot- 
tom Case Sealer with 10’ compression unit and 
20” glue roll. Machine never used due to 
change in plant operation. Cost $2,248.95. 
Will take $1,685.00 Fo. B. Parkers Landing, 
Pa. Wightman Bottle & Glass Manufactur- 
ing 





FOR SALE—Stokes, Model 90-H, Au- 
tomatic Collapsible Tube  Filling- 
Cipeing Sealing Machine. Handles 
tubes to 144” diameter. Equipped 
with menel hopper, hopper agitator, 
heat sealing device, and conveyor. Ex- 
cellent condition. New in 1948. May 

seen in operation. Box 938, Modern 
Packaging. 











Up to 60 words..........$7.50 
Up to 60 words (boxed). .$15.00 





All classified advertisements payable in advance of publication 


Up to 120 words ........$15.00 
Up to 120 words (boxed). $30.00 


For further information address Classified Advertising Department, Modern Packaging, 122 E. 42nd St., N. Y. 17, N.Y. 


Up to 180 words........ $22.50 
Up to 180 words (boxed). $45.00 
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FOR SALE: New CECO—latest model folding EXCELLENT BARGAIN. Heat-Seal-It Ma- FOR SALE. 
box package sealing machine, with special ch Pacer Model 15-D, A-1 Condition. Hot complete with eight Senko Suite fillers, 
automatic self-inking imprinting or code at- and Cold Jaws. Ideal for every type of packag- compressors, motors, etc. For more details, 
tachment, in use only 2 weeks. Sale, due to ing. Brand new, purchased for $675.00. address Box 941, Modern Packaging. 
change of packaging. Portable on wheels, Must sacrifice now for only $300.00. Guaran- 
ae ae accommodate following size teed. Box 944, Modern Packaging. 
cart : inimum: length, 4"; width . » > . 
4"; depth, 2”; Maximum: tength, 3”; FOR SALE: Kono-Mead Roto Bag 
width, 2”; depth, 6”. Write Stelz Co., 257 Machine. Manufactures single and 
West 17th Street, New York, N. Y. duplex flat and square heat seal bags 
from preprinted and unprinted heat 
FOR SALE. One gooseneck slitting ee eee a? ee Ie ee nea 
FOR SALE: Rotogravure Web Printing machine, 32”, Swiss manufacture, for wide. Estimated production 6.000 to 
Presses. Used equipment. Manufac- slitting paper or plain metal foil. 8,000 bags per hour. The machine is 
Ses 3. Se a Ser eee ee Will use either razor blades or rotary ee ee es ae eee 
y wl pyc ese gche = onan. Units knives. Now in service at our plant. Packaging. : : 
motor drives and folders. . Write Box 943, Modern Packaging. 
uce monotone and multi-color 
Equipment well main 
. in good running condi 
can be inspected on pressroom . SITUATIONS WANTED 


Address Box 939, Modern Packaging. 


One Powder Packaging Line 






































FOR SALE. One Tuc Whole Kernel Corn SET-UP PAPER BOX EXECLl JTIVE—Former 
Line Complete with vacuum pump and motor. New Yorker now residing in Los Angeles de- 
Never used as production equipment. For sires to establish branch office for Eastern 
BECK SHEETER for sale: 36-14” knife width, more details, address Box 940, Modern Packag- manufacturer of hand and machine made 
cut off 17” to 71 ; complete with jogger capac- ing. boxes. Proven background in paper box in- 
ity 36” x 48”. 3 H.P. motor A-1 condition. dustry. Sales-designing-estimating. Thor- 
Used until rece ntly when our plastic dept. was ough knowledge of manufacturing distinctive 
discontinued. Vanant Products I 30 W. poor maga Couns ene ea, oat be 

candy, silverware, ete 2apable of mailing 
Virginia St. . Milwaukee, “ samples if necessary. Write D. L. 0% 
14626 Greenleaf Street, Sherman Oaks, Calif. 








FOR IMMEDIATE sah E. Pony M 
FOR SALE: 1—Standard Kna $429 and MX _ Labelrites napp E adj. a i 
self-adjusting Gluer-Sealer, eer, Altern oy = og i. bes iller 
ee Pk ce t. + tena yay  --nagi seca CELLOPHANE SUPERINTENDENT. One 
Sukens at eae ad half ac pee a B3F 4-Spindle Auto. Capper. Stokes with 16 years experience in cellophane print- 
Stokes and Smith auger Gl Powd & Smith G4 Auger Powder Filler. Tri- ing.—Aniline Rotogravure, Letterpress—Also 
reafngs “a estan Wear he 4 angle Model SHA Auto. Net Weigher in charge of Finishing — Slitter, Sheeter, 
Labeller. Only vy aca Mn ; and Carton Sealer. Triangle U Auger, Flat Cutter, Rollwrap ging. Presently 
us your Inquiriers. c soli ; ted P G2C and A6OA Electri Pak Fillers. mogteyed in this capacity, but would like to 
Seg ug gy Horix 8.8. Rotary Gravity Filler. Ceco ee ee ee 
Auto. Carton Closing Machine. wi progressive organization. Dx 4 
eae” New York. Phone: BAodlay Standard st No. 429 Carton Sealer. Modern Packaging. 
y Pneumatic Seale Auto. Tite-Wrap- 
pers. Package FA and FA2Q, Hayssen — 
3 Auto. Wrappers. Pre as re- 
ONE UNIVERSAL Brightwood Machine for quirements. Union Standard Eaquip- 
making 2-piece boxes. Complete. Can be Nex — og 2. von ry med St., 
seen in operation. Machine | year old. Avail- a ses Bases er 
able due to production changes. Box 942, 
Modern Packaging. 











AVAILABLE—PRODUCTION Man with 30 
years experience in the paper converting 
industry. All branches including leatherette 
and wood. Knows how to solve the problems, 
Box 951, Modern Packaging. 














= a 
OTDEVIN weary 


BAG MACHINERY EVIL O TL c 


OVER 50 YEARS OF 


Model 84 IRA “Duplex” flour, suger EXPERIENCE 
and potato SOS bag machine. 


Machinery for making single-wall, or COMPLETELY AUTO- 


“duplex” or “triplex” self-opening square 
bags or satchel-bottom (block bottom) MATIC EQUIPMENT 
sacks from plain or pre-printed paper—at 

speeds up to 250 per minute. MODERN 100,000 
POTDEVIN Aniline (up to 40” wide) and 

oil-ink presses (up to 64” wide) available SQ. FOOT PLANT 
for printing flour and sugar bags from 2 to 
6 colors. 








Consult our engineers on any problem. es 
No obligation. Literature on request. and C€ 


“4 without Obligation. 
POTDEVIN MACHINE CO. 
1244 38th Street, Brooklyn 16, N. Y. STEVENS-WILEY MFG. a 


iniqnore Gud momeninanancdilia Wed of ceolllllll 1601 W. GLENWOOD AVE., PHILA. 32, PA. 


for Bag Making, Printing, Coating Gluing ond Labeling 


‘ ef 
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THE Stoway | 
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For More Sales... 
Greater Re-use Appeal 
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CONTAINERS 


ieee 


For the first time in the packaging industry an all 
plastic, airtight twist-seal container with a syn- 


thetic rubber gasket seal! 


Your products packaged in Stoway containers 
will have the powerful selling combinations of 
COLOR and VISIBILITY OF PRODUCT .. . PLUS 
RE-USE OF CONTAINER which is backed by 
PROVEN CONSUMER DEMAND! 


For further information and prices write... 


SOUTHERN CALIFORNIA 2 
PLASTIC COMPANY / 


18OS FLOWER ST. - GLENDALE- CALIFORNIA 
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L ESIGN, to us, means fitting the carton to the product 


in every way ...dramatic arrangement of type, artwork 
and color to tell the product story and attract the cus- 
tomer... functionalism through careful study of the par- 
ticular shape, size and substance of the product and its use 
... protection through application of tested materials and 
packaging methods to the requirement of the product. All 
of the essentials of design are combined in your carton 


when it is a Michigan Carton. 


Michigan CARTON CO. 


BATTLE CREEK, MICHIGAN 





a Packaging Dream 


that Came True 


Fieldcrest packages illustrated are automatically wrapped on a Hayssen machine. 


For textile products that need glamour-packaging, Cellophane is a natural. But textiles 
dehydrate Cellophane . . . leave it brittle, and apt to crack and break just at the time TWIST IT 
the package should look its best. 2 


Now, TEX-TIL-RAP solves this packaging problem . . . and textile manufacturers are 
walking on clouds. For here is a brand new, laminated Cellophane meterial that will 
not become brittle, that remains tough and flexible under constant, even abusive, 
handling . . . and still provides complete transparency and unlimited possibilities of ha 
colorful design. It works perfectly on automatic packaging machines and comes in TO TEST IT 
rolls, printed or unprinted, for heat-sealing or glue-sealing. 


Your product in TEX-TIL-RAP 
TEX-TIL-RAP is not an experimental material. It is the result of more than a year of may never have to meet such 


. : ° . a test. . . but it ° 
cooperative research, development and testing by Shellmar engineers and Fieldcrest forting chia + Aeidh 
Mills. Write today for prices and samples. 











TEX-TIL-RAP is especially recommended for: Sheets, Pillow Cases, Towels, Blankets, Pillows, Cloth Slippers, Bolt 
Goods, Table Cloths, Napkins, Sweaters, Garment Bags, Clothes Lines, Molded Rubber Bath and Kitchen Mats. 


SHELLMAR PACKAGES 


SHELLMAR PRODUCTS CORPORATION GENERAL OFFICE, MOUNT VERNON, OHIO 


PLANTS: MT. VERNON and ZANESVILLE, OHIO © SOUTH GATE, CALIF. MEXICO CITY, MEXICO © MEDELLIN, COLOMBIA © SAO PAULO, BRAZIL 


Sales Offices: Atlanta, Baltimore, Boston, Chicago, Cincing&ti, Dallas, Denver, Detroit, Kansas City, Little Rock, Los 


Angeles 
Minneapolis, New York, Philadelphia, Pittsburgh, Portland, re., Rochester, Salt 


Lake City San Antonio, San Francisco, Seattle. 





